









IN-STOCK FOR IMMEDIATE Sam DELIVERY! 


THE NEW 
OFFICIAL 
SHOE FOR 
CUB 
SCOUTS 


ROBERTS JOHNSON & RAND 
PETERS 

FRIEDMAN SHELBY 
WINTHROP / 
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Foot Flas feature a 


low vamp decolletage, highlighting 
the open look in classic pump silhouettes. 


Simplicity of line and the mellowness of 


combine 





to reveal 
a fresh viewpoint of Spring. 
In #3300 Benedictine...and in #507 Flight Blue, 


#345 Rose Red... by Foot Flairs, Maynard, Mass. 


E. Hubschman & Sons, Inc., Philadelphia 23 
Fashion Office: Empire State Building, New York 1 


What's Best for Baby 
is Best for Business 


Falicstin ibs 


Baby Shoes will 
Attract Customers 
to Your Store 





IN STOCK 284 MEN, IN STOCK 286 
Babies’ White Kip Pre-Pairs. ed Babies’ White Kip Plain Toe Blucher. 
2 to 5 B to EE. + If) 2 to 6 Bto EE. 61/2 to 8 A to EE. 


Kali-sten-iks PRE-PAIRS are designed to 
prepare the child's foot for the first hard NA ) 
sole walking shoes. Regular Kali-sten-iks NS 
baby shoes are designed for children 


advancing from Kali-sten-iks PRE-PAIRS FOR CHILDREN 
to their first hard sole walking shoes. OF ALL AGES 
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profitability 


vac PUERMCAW GIRL cot HNS. IT 
HERE, A COMPLETE LINE OF WOMEN’S SHOES 
W 





TH QUALITY LEADERSHIP AT *6.99 — *10.99, 








Tk 


AT BY A PROVEN LOW MARKDOWN RATE, 





AND AN UNUSUALLY HIGH TURNOVER RATE, 
PLUS A REMARKABLY LOW RATE OF “RETURNS” 
HAS PRODUCED MORE PROFIT FOR MANY OF 
THE PACE-SETTER STORES IN THE COUNTRY. 


THE FORMULA WILL WORK FOR YOU! 














American Girl Shoe 
WANT TO KNOW MORE ABOUT IT? WRITE: 288AS 

Boston, Massachusetts 

or phone Liberty 2-1006 





SUEDE 


for AUTUMN 
means more than 
BLACK and BROWN 


To vast numbers of women, as retailers 
have found out, a dressy Fall shoe 
means a suede style. 


TAN-ART suede in rich browns and 
black will be in volume use next sea- 
son. Increasing favor also is noted for 
blues that show up colorfully in any 
light .. . FLIGHT, EYE-SHADOW, 
and CORSAIR, the true Navy. 








Other suede colors for high-style shoes 
are DAMASK ROSE and MOSS 
GREEN. All of these have sales 
strength. 


SUEDE Kip TAN-ART CO., INC. division of G. LEVOR & CO., INC. 
Gloversville, N. Y. Tanners since 1876 
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Gordon Scott 
Gordon Scott, Jr. 


H. Jackson 


Los Angeles 57, Calif. 
Dunkirk 7-4337 





10 High St., Boston 10, ‘Mass. 
Liberty 2-4460 


Robert K. Hogarty Hoe Bowen 
360 N. Michigan Ave. Room 1403, 1221 Locust St. 

Chicago |, Ill. St. Louis 3, Mo. 

Randolph 6-2166 Central 1-9698 


Clarence R. Heyde 

Chestnut & 5éth Sts. 

Philadelphia 39, Pa. 
SHerwood 8-2000 


Frank McKenzie 
1355 Market St. 

San Francisco 3, Calif. 
Underhill 1-9737 
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HUES are Bright Style NEWS 
.../n Florsheim “BI-COLORS!” 


It took FLORSHEIM to come up with 

a ready answer to the perennial question: 
“What's new in Shoes?” It’s Bi-Cotors— 
two tones in tune—with your 

new casual way of life, 

and the way you dress to meet it! 

Soft, soft natural grain leathers; 

light, light ‘‘So-Light” construction; 

new, new, simple Continental lines! 

And the colors speak for themselves— 


and go with everything you wear! 
The Lucene: 
Three-eyelet stitched front blucher, 
in soft walnut calf. 


Left: 39603, taupe and tan. 
Center: 39602, desert brown and dark brown. 
Right: 29602, black and grey. 


THE FLORSHEIM SHOE COMPANY * CHICAGO 6 * MAKERS OF FINE SHOES FOR MEN AND WOMEN 
A DIVISION OF INTERNATIONAL SHOE COMPANY 
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Mr. NEOLITE says: 
“Now you can sell every member of the 


NEOLITE © 


FOR MEN'S, WOMEN’S AND 








NEW! It’s 
sensationally 
Light and 
Flexible! 


Soft Sueded 
Finish 


FAMOUS NEOLITE DURABILITY PLUS SENSATIONAL LIGHTNESS AND FLEXIBILITY! 


Here’s a great new sole, developed especially to ordinary lightness and flexibility to its traditional 
meet today’s growing demand forsuper-comfortable durability. Originally offered only for men’s shoes, 
shoes. The NEOLITE FLEX Sole is made of genuine _ the NEOLITE FLEX Sole is now available for women’s 
NEOLITE that is specially processed to add extra- and children’s shoes. 


BEFORE YOU PLAN NEXT SEASON'S LINES, REMEMBER... The NEOLITE FLEX Sole 
can add extra selling power to your appropriate brands in two ways: 1) By adding the sales 
appeal of the name NEOLITE . . . the most famous sole in the world; and 2) By adding the ‘‘feel 
appeal”’ of this new sole’s lightness and flexibility. So, get all the facts. Call your Goodyear 
Representative. Or, if you prefer, write to Goodyear, Shoe Products Division, Akron 16, Ohio. 
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family shoes with this extra-light, super-flexible sole!” 


FLEX SOLE 


CHILDREN’S SHOES 


MADE 
ONLY BY 


May 15, 1958 
































Coming your way with child L re 


FIRST-STEPPERS 





the most productive, most profitable 
sales opportunity in juvenile footwear 


The sweetest, steadiest, most repetitive 
business in children’s shoes is 
provided by CHILD LIFE —so right 
in design, so good in construction, 


and so protective about dealer margins. 


More than ever before, this pace- | 
making, pre-eminent line packs | 
the greatest selling force in juvenile 
footwear — and covers your market 
for ten golden years — from first steppers 


to pre-teen shoes for boys and girls. 


If you’re interested in quality 

shoes and franchise selling, you’re 

invited to call or write for full 
information ... providing no CHILD LIFE 


dealer is already in your trading area. 


HERBST Shoe Manufacturing Co., Milwaukee 45, Wis. 
New York Office — 557 Marbridge Bidg., New York 17, N. Y. 


CAPSULES JUMPING-JACKS” 





Going 
over big! 


—The first thing in selling is the thing you’ve got to 
sell!” 


| 
| 
| 
| 


—*“Distribution is in a state of lively ferment. Manu- 
facturers, pre-occupied with maintaining merely 
traditional channels to the consumer, may find 
themselves with a shrinking share of the market. 
Retailers, preoccupied with maintaining merely their 
traditionally profitable departments, may find them- 


selves in the same boat. The consumer’s spending ... give-away 


profile has changed importantly. But too many 


manufacturers have yet to adjust their distribution that builds 


profiles to this change. And too many retailers have 
yet to adjust their merchandise profiles to it.” . 
(GREY MATTER) good-will 


—“Who we are is an accident. What we are is a 2 ways! 
result of what we do. Know a better theme song for ” 
1958, during which year 60 per cent of all within 
this industry will experience the best year of their e Appeals to both boys and girls. 


lifetime; while the 40 per cent watch it happen?” “ . ” . 
(JAMES LEGG, HEYDAYS SHOES) wis e “Creative play” toy that wins 





Parent’s approval. 


—<It’s not hard to make money these days. It’s making | 


iving r i ! ‘ y Ss . . 
a living that’s difficult! About the only person who Only 10¢ Deslers were enthusiestic 


gets more for his money these days is the man who : x 
weighs himself on a penny-weighing machine! Busi- | when they saw Magic Board at the Chicago 


ness prophets tell what is going to happen. Business | Show! Kiddies press figures on “black 
profits tell what happened.” (POSTAGE STAMP) board.” No messy paste, or water. Long 


—Definition of the ideal salesman, as set down by the | life. Can be used over and over! Order 


vice-president of a large company: “He has the minimum: 250 or multiples of 250. 
curiosity of a cat, the tenacity of a bulldog, the : 
friendship of a little child, the diplomacy of a way- Direct from: 

ward husband, the patience of a self-sacrificing wife, WENNER MANUFACTURING CO. 
the enthusiasm of a Sinatra fan, the assurance of a OSCEOLA, MISSOURI 

Harvard man, the good humor of a comedian, the j 


simplicity of a donkey and the tireless energy of a ® 
bill collector.” 5 PING-UACKS 


} its | Q America’s Finest Fitting Shoes 
i “ | For Children 
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6 th - 11th SEPTEMBER 1958 


international 


LEATHER 
WEEK 


PORTE DE VERSAILLES - PARIS 


"Thegreat common market 
of the LEATHER 
industry” 

















CONSEIL NATIONAL DU CUIR. 2, RUE EDOUARD VII, PARIS 
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ADVERTISED IN 


August 25 issue, on newsstands August 21. 
Complete tie-in material available. 


Trudy 

Brown grain, Red 

grain, Black grain, 

Black suede, Gray suede. 
Matching Vuicrepe sole. 
Goodyear welt. 

Child's, misses. sub-teen. 


best name wm children’s shoes 





High chair to high school—a complete line of THE 
children’s shoes styled ahead of their class — 

and backed by an in-stock service you can / Vf } 
count on...Milwaukee quality and fit, of course. * aASSINa i 


$4. 95 $5. 95 $6. 95. Some higher. SHOE ~~ 
Milwaukee 12, Wis. 


x i ‘ invi i hoe Mfg. u 
If there’s no Classmate dealer in your trading area, you’re invited to write Ideal Shoe Mfg. Co., New York office, 47 W. 34th 
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IN THE 


SPOTLIGHT... 


ohansens 


WHITE WHITE 
PUMP IN 
LAWRENCE 


DEVON CALF 





Outstanding as this Spring’s chemise — Johansen’s 
go-with-everything white white pump, slender toe and tall heel 
so important to the new, leggier look. 


The sleek, white leather is Lawrence Devon Calf. Smooth, polished 
. soft gleam ... Lawrence Devon Calf spotlights its shoes 


everywhere. A. C. Lawrence Leather Co., a division of 
Swift & Company (Inc.), Peabody, Massachusetts. se: 


t 
er 


rOnCce ° a 


CAL FS KI! 
THE BETTER PART OF BETTER SHOES 
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Editorial Outlook 





Careers In Retailing 


T this time, when retailing is demonstrating 
such remarkable strength in our economy, one 
of its oldest, most perplexing problems comes 

sharply into focus. This is the problem of finding 
ways and means of attracting capable and intelligent 
young people into the ranks of retailing. If retailing 
is to remain strong and to show progress and growth, 
it must develop, as quickly as possible, effective public 
relations and promotional techniques to sell retailing 
to our young people. It must create a clearer and 
truer picture of the stature of the retail salesperson, 
the conditions under which he works and the oppor- 
tunities which retailing affords. 

NATIONAL RETAIL MERCHANTS ASSOCIA- 
TION, formerly National Retail Dry Goods Associa- 
tion, has been engaged in a campaign of career guid- 
ance for the past several years. It has, presently, in 
motion a “crash program,” designed to break through 
the sound barrier to clarify the image which retailing 
enjoys in the minds of high school and college students. 
To spearhead the drive, NRMA has designated Octo- 
ber 12-18 as “National Careers in Retailing Week.” 
During this week all the dynamic forces of retailing 
will be concentrated in an effort to teach young people 
more about itself and the future it offers to them. 

As its contribution to Careers in Retailing Week, 
Boot AND SHoeE ReEcorpeR has adapted one of 
NRMA’s posters especially for use by shoe retailers. 
Reprints of this poster, for use by retailers on their bul- 
letin boards, in local advertising or for distribution to 
schools, are available from Boot AND SHOE RECORDER. 

The competition for men’s minds is not restricted to 
the promotion of ideologies. Retailing, and more par- 
ticularly shoe retailing, has not been too successful 
in registering with our American youth an accurate 
image of itself and its opportunities. With the possible 
exception of effective sales training this has been our 
most serious problem. 

Productivity is quite as essential to retailing as it is 
to manufacturing. As merchandising and promotion 
become sharper, the science of distribution more exact 
and competition for the consumer’s dollar more intense, 
the necessity for more intelligent, better trained retail 
sales people increases. 

Because shoe selling is service selling in its most 
highly refined state, a solution to our problem is par- 
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ticularly important. Careers in Retailing Week is 
typical of the mass education which eventually will 
lead to that solution. 

Theme for the week is “Get Ahead Faster In Retail- 
ing.” NRMA will provide a complete project guide 
and a kit of promotional material to its more than 
10,000 member stores and to 1000 merchant associa- 
tions throughout the nation. During this week, mer- 
chants will invite students, parents and teacher groups 
to visit their stores to see, at first hand, retailing in 
action. There will be conferences between Distributive 
Education, Teacher, Parent and Student groups and 
Career Guidance counsels. Talks by experts in retail- 
ing will be made in schools and colleges. Local news- 

[CONTINUED ON PAGE 81] 


SHOE FITTER 


BUYER 2 MERCHANDISER 
OWNER a4 DESIGNER 
MANAGER \4 STYLE MAN 


ger ates 
ahead’) FASTER... 


Ss in 
retailing 


Executives in retailing are 
younger and earn more, on the 
average, than executives in 

all other industries. 

The average executive in 
retailing is promoted to his 
position in his early 30’s. Many 
executives are in their 20's. 


MAKE YOUR CAREER 
IN SHOE RETAILING 


The skilled shoe fitter 
is a well paid 
professional. Career 
opportunities in shoes 
equal those in 

many branches of 
retailing. Consult 
your vocational 
adviser or retailing 
teacher. 
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SPONSORED 
BY 





Style 4103 
Black smooth leather 


Style 4104 
Brown smooth leather 


The big-selling shoes of today are the new, nar- 
rower-toe, lighter-weight, Italian influence styles 
with flexible construction .. . and Yorktown has 


them when you want them in its complete in-stock 
line! Made with Yorktown’s three-generation shoe- 
making skills, they are the most salable shoes in ae ar aren MeseneT 
the important middle market. A Brown fine grain leather 


IN STOCK— FROM A SINGLE SOURCE: 


101 Styles for Men, Sizes 6-14, $10.95-$14.95 retail 
24 Styles for Boys, Sizes 2'2-7, $8.95-$9.95 retail 


Style 2009 


Advertised in LIFE AND ESQUIRE 


Write now for catalog or for salesman to call 
GARDINER SHOE COMPANY, INC. FOR MEN AND BOYS 
MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT 
GARDINER, MAINE THREE GENERATIONS OF FINE SHOEMAKING 
NEW YORK SALES OFFICE: Marbridge Bidg., 47 W. 34th St. 
FAR WESTERN DISTRIBUTORS: Soinit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 
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Fall Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 


Oklahoma City 


Fall Shoe Show, Pennsylvania Shoe 
Travelers Association, Hotel Penn 
Sheraton, Pittsburgh ...........May 18-20 


Heart of America Shoe Fair, Central 
States Shoe Travelers Association, 
Hotels Muehlebach and Phillips, 
Kansas City, Mo. .........-.. May 18-20 


Fall Shoe Market Week, West Coast 
Shoe Travelers’ Associates, Hotels 
Alexandria and Biltmore and the 
Haas Building, Los Angeles....May 18-21 


Fall Shoe Show, Boston Shoe Travelers 
Association, Parker House, Boston 
May 18-21 


Accounting and Office Management 
Clinic, National Shoe Manufacturers 
Association, Biltmore Hotel, New York 

May 22-23 


Fall Shoe Market, Midwest Shoe Trav- 
elers' Association, Hotel Morrison, 
Chicago oy chase ven cee 


Annual Meeting, American Leather 
Chemists Association, Swampscott, 
PREP R et re lye May 25-28 


Denver Fall Shoe Show, Mountain States 
Shoe Travelers Assn., Albany Hotel, 
Denver 


Michigan Shoe Caravan, Michigan Shoe 
Travelers Club, Statler Hotel, Detroit 
July 13-15 


Annual Shoe Show, Baltimore Shoe Club 
and Associated Shoe Travelers of 
Baltimore, Lord Baltimore Hotel, 
Baltimore July 13-16 


Allied Shoe Products and Style Exhibit, 
Spring and Summer, New York Trade 
Show Building, New York City. .August 2-5 


Trade Show, National Shoe Fabric Asso- 
ciation, Lexington Hotel, New York 
August 3-4 


Merchandising Clinic, National Shoe 
Manufacturers Association, New York 
August 4 


Spring and Summer Style Conference, 
National Shoe Retailers Association, 
Plaza Hotel, New York August 6 


Winter Shoe Market, Midwest Shoe 
Travelers’ Association, Hotel Morri- 
son, Chicago August 10-13 
Michigan Shoe Fair, Michigan Shoe 
Travelers Club, Statler Hotel, Detroit 
September 14-16 
Miami Shoe Show, Deauville Hotel, 
Miami Beach, Fla. .......September 27-30 
National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Shoe Retailers Association, 


Chicago October 26-30 
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GLISTENING 


GUARD HAIR 


TRIM by... 


New elegance for sport and shopping wear . . . anywhere. 
Behold that glistening fine-fur look! It’s Borg’s fashion-famed 
trim featuring luxurious GUARD HAIR fabric. Made of 
Eastman 100% Verel fiber, Borg superb guard hair trim 
and soft, snug Nylon lining are destined to bring popularity 


leadership to today’s latest boot creations. 








LITE N’EZY 
SNO-BOOT by 
HIAWATHA 


One yours todlau 


BORG FABRIC DIVISION 


The George W. Borg Corporation * Delavan, Wisconsin 
In Canada... . Borg Fabrics Limited + Elmira, Ontario 

















COMPARE THE NYLON- 
STITCHED SHOE (left) with 
shoe stitched with natu- 
ral-fiber thread (right). 
These children’s shoes are 
typical of the 20 pairs 
worn by active youngsters 
during a four-month test. 
f Notice that the abrasion- 
t resistant nylon remained 
in excellent condition in 
toe stitching and heel lin- 
ing where ordinary 
thread failed (circled). 








Tests prove: 


NYLON thread gives the 
longest-wearing seams 


You offer customers an extra reason 
for buying when you show them 
nylon stitching. Nylon is famous 
for its toughness—it dramatizes the 
high quality of your product. And 
with nylon, your customers are get- 
ting the extra strength, longer wear 
and neater appearance that keep 
them coming back. Besure theshoes 
you sell are stitched with tough, 
wear-resisting nylon thread. 

















SEND FOR FREE COPIES of litera- 
ture answering the question “‘How 
Important Is Thread in the Shoes 
You Sell?” Give a copy to each of 
your salespeople. Address: E. I. 
du Pont de Nemours & Co. (Inc.), 
Room N-5518, Wilmington 98, Del- 
aware. Du Pont makes nylon and 
“Dacron’’; does not manufacture 
thread or shoes. 


*Dacron” is Du Pont’s registered trademark for its polyester fiber. 


REG. U.S. PAT. OFF 


BETTER THINGS FOR BETTER LIVING...THROUGH CHEMISTRY 








Strongest, 
in shoes! 





Thread of Du Pont “Dacron’* polyester fiber is 
nearly as strong as nylon and has even greater 
resistance to acids commonly encountered in 
industry. That’s why threads of ‘“‘Dacron’’ fiber 
are preferred in work shoes. 


SEWING THREAD OF DU PONT FIBERS gives shoes neater, stronger seams... 


reduces returns...lasts longer...gives added sales advantages 
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SS C eLitil. | yrs 
Going steady with Viner is such Viv 
fun... you couldn't fall in love 


with a nicer little shoe! 


national ad 





$6.95-$8.95 


AT BETTER STORES EVERYWHERE 


VINER BROS., INC., Bangor, Maine 














SMOOTH SUEDED 








CREPE DESIGN 
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WAFFLE DESIGN 








i ee ee 



























for happy feet 


















Youngsters are truly little jumping jacks— 
traveling miles each day—leaping, running, 
climbing, scuffling. That’s where shoes of leather, 
Rueping’s HIAWATHA leather, can step in to provide 


the soft, pliant, rugged protection that makes for 











happy feet. Typical are these ‘“‘Jumping Jack” 
Seniors custom crafted for youngsters by 


Vaisey-Bristol Shoe Mfg. Corp. 





. 
. ‘ = 
2. oot 


- 
“teen” —aA 






SHOES: Style No. 261 
Vaisey-Bristol Shoe Mfg. Corp. 
Monett, Missouri 


LEATHER: Rueping’s HIAWATHA 
Color No. 589 


FINE LEATHER FOR FINE SHOES 





FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 








Self-Service Selling 
To Gain: Ad Executive 


NEW YORK—Popular price shoe 
chains may have to shake up their 
traditional ideas about fitting ser- 
vice and add non-shoe merchandise 
to their inventories to keep pace 
with today’s market, an advertis- 
ing executive declared at the Popu- 
lar Price Shoe Show of America. 

“For certain types of footwear, 
self-service is the wave of the fu- 
ture,” claimed E. B. Weiss, mer- 
chandising director of Doyle Dane 
Bernbach, Inc., New York agency, 
at a May 5 breakfast for 700 shoe- 
men in the Hotel New Yorker. “For 
other types of footwear, self-selec- 
tion and improved pre-selection are 
the waves of the future.” 

Mr. Weiss claimed food super- 
markets, variety chains and dis- 
count houses will condition Ameri- 
cans to buy more shoes self-service. 
Although he emphasized that he 
was not suggesting “no fitting ser- 
vice service at all,” he said that in 
popular price shoes “the trend 
would appear in some instances to 
be away from meticulous fitting 
service and in others away from 
any fitting service other than self- 
service fitting facilities.” Even 
these are being dispensed with in 
some cases, he added. 

The merchandising official also 
pointed out that non-shoe chains 
are moving into footwear in a big 
way. “Their huge daily traffic and 
huge daily promotions are expos- 
ing footwear to gigantic new traf- 
fic counts,” he said. Previously, 
Mr. Weiss asserted, footwear has 
been “under-exposed” to shoppers, 
for the popular price shoe chain 
has remained essentially a_ spe- 
cialty store while other chains 
have become small-scale depart- 
ment stores. 

As a result, shoe outlets have 
sold only to shoppers who had 
already decided, before leaving 
home, to buy footwear, Mr. Weiss 
said. They’ve neglected the im- 
pulse shopper. 

Shoe chains need to add new 
merchandise categories— such as 
underwear or luggage—and de- 
velop new concepts of multiple 
sales, the advertising executive de- 
clared. “Display will make more 

[CONTINUED ON PAGE 24] 
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Prices Remain Steady at PPSSA 


Retailers Shop Cautiously Among the 700 Lines on Display; 
Industry Leaders Think Outlook for Fall Selling Is Promising 


NEW YORK—Retailers and buy- 
ers attending the Fall ’58 Popular 
Price Shoe Show in New York, May 
4 through 8, found that manufac- 
turers were not offering price con- 
cessions as an inducement to buy- 
ing. In the face of continued rising 
the manufacturers felt that 
holding prices firm was about all 
that could be hoped for. Many con- 
ceded that if this were not a tight 
selling period, they would have in- 


hey, 


costs, 





SAUL L. KATZ 
Introduced Speakers 
creased rather than lowered some of 
the prices. 

As a result, merchants carefully 
shopped and compared the lines dis- 
played by their regular resources as 
well as others, with an eye to get- 
ting the best buys available. They 
had ample opportunity, for there 
were more than 700 lines of men’s, 
women’s and children’s shoes on dis- 
play at the New Yorker and Shera- 
ton-McAlpin Hotels and the New 
York Trade Show Building. 

Registration was better than last 
year’s figures despite rain and fog 
the first and second days. 

Almost unanimous reaction of ex- 
hibitors was: “Much better than we 
had expected.” Many of the exhibi- 
tors went into the show with fingers 
crossed and with uneasy uncer- 
tainty. Most came out surprised and 
gratified with results. 

While traffic was reported average 
or slightly below for this show, buy- 
ing interest and action was appre- 





ciably above average. Virtually all 
categories of footwear reported a 
fair level of bookings. One significant 
development was that an appreciable 
number of volume buyers were ask- 
ing for earlier deliveries of fall 
shoes, as early as June. In particu- 
lar, these were retailers who had 
tended to stock fewer summer shoes, 
but were playing their hand for a 
longer fall season. 

Most retailers said they planned 
no changes in their own fall price 
structures. The outstanding excep- 
tions have been the mail 
houses, most of whom have put in 
lower prices on numerous shoes. 

While retailers placed or planned 
to place fair amounts of orders, it 
was noted that there was heavy in- 
terest in special items with promo- 
tional and quick-turnover’ values. 
Buyers admitted they were seeking 
such items to spur traffic and take 
up the slack of sales in some of the 
regular shoes. 

Explained one buyer, “Consumers 
today are looking for pluses and ex- 
tras in shoes as well as in other 
goods.” 

The show also gave clear indica- 
tion that the strong upgrading trend 
of recent years was now coming to a 
halt, and abruptly. The many 
tailers and buyers queried declared 
that further upgrading would now 
create a serious unbalance of prices 
within price ranges. 

Throughout the show there was 
little evidence that the recession had 
taken any serious bite out of shoe 
business. Wherever weather has 
been good, most retailers have re- 
ported a satisfying level of sales— 
except, of course, in hard-goods 
areas where unemployment has 
played a stronger hand. 

Most retailers at the show also 
admitted to low inventories and the 
need for shoes. What, then, has held 
up larger-scale buying? Caution. 
Said one retailer, “It’s funny how 
all this recession talk can hold us 
back—even though our sales have 
been good and we need more shoes 

[CONTINUED ON NEXT PAGE | 
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Manufacturers Hold Prices Firm at Popular Price Show 


[CONTINUED FROM PAGE 21] 
than we've been buying.” 

There is a genera] feeling that 
shoes have managed to maintain a 
more stable economic position than 
many other soft goods lines; and 
the outlook for fall selling is promis- 
ing. Officials of the show summed 
up the prospects with these “nug- 
gets”: 

“Sales in 1958 could equal last 
year’s if promotional opportunities 
are fully exploited” — Edward At- 
kins, executive vice-president of 
National Association of Shoe Chain 
Stores. 

“Low retail stocks against steady 
consumer buying is a sure-fire build- 
up for action ahead”—Wallace Mc- 
Grath, president of the New En- 
gland Shoe and Leather Association. 

“There is plenty of consumer shoe 
spending money out there going to 
merchants using the right lures’”— 
William Blackie, president of the 
National Association of Shoe Chain 
Stores. 

“New England feels certain that 
the second half will equal last year’s 
for a strong 1958 finish’”—Maxwell 
Field, executive vice-president of 
the New England Shoe and Leather 
Association. 

At the PPSSA two leading style 
topics among the fall shoes on dis- 
play were heels and color. The new 
short skirts are credited with hav- 
ing much to do with the new lowered 
and low heels. This trend has been 
coming in the past several seasons 
but may be reaching its peak this 
fall. 


Extra Pairage Through Heels 


As one manufacturer’s style au- 
thority pointed out, these heels— 
often shaped and going from 10/8 
to 17/8 or 18/8—can mean extra 
pairage for all the women who wel- 
come a style look with comfort for 
active days outside the home. 

The shaped Louis with broader 
base is being used increasingly on 
14/8 down. The slim “little” heel 
around 17/8 and 18/8 is still very 
much liked, especially by young 
women. Stacked leather heels are 
also more and more popular on walk- 
ing heights in cubans or kegs. 
Wedges continue to develop in styled 
shapes for both dressy and daytime 
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general wear. Ribbed crepe soles 
continue to grow in importance. 

While black suede and calf con- 
tinue to be the leading colors, color 
will play a much bigger part than 
usual for fall, especially in the two- 
way naps. Here bright reds and 
blues for early selling will be fol- 
lowed by neutrals and off-beat colors 
for later. Green is the most dis- 
cussed color. 

In patterns, pumps still lead but 
trimmed pumps are ahead of plain 
with much imagination shown in the 
daintier ornaments. Combinations 
of leather surfaces are used but do 
not stand out very strongly. Next 
to pumps, straps—both T- and in- 
steps—are the leading silhouettes. 
One and two-eyelet ties are growing 
in popularity. Winter boots should 
be noted. 

Tapered toes, more needle fine 
than ever, are strongly in the pic- 
ture. Soft constructions are taken 
for granted in all types. 


Fashion Authorities Report 


At the PPSSA breakfast on the 
show’s second day, the menu was 
full of the significant apparel and 
shoe trends for fall 1958. 

Saul L. Katz, vice-president of the 
New England Shoe and Leather As- 
sociation, introduced the speakers. 

Reporting on fashion trends were: 
Doris A. Weston, fashion director, 
and Helen Joseph, shoe fashion di- 
rector of PPSSA, and the chairmen 
of the various shoe committees: 
Thomas Burns, Sears Roebuck and 
Company, Chicago— women’s cas- 
uals and dress flats; Joseph Cramer, 
Wohl Shoe Company, St. Louis— 
women’s dress shoes; Marion Mar- 
kus, The Nobil Shoe Company, 
Akron—women’s sports and welts; 
Timothy Welch, G. R. Kinney Cor- 
poration, New York —children’s 
shoes, and Frank Rooney, Melville 
Shoe Corporation, New York— 
men’s shoes. 

Miss Weston noted two basic facts 
to remember in connection with 
women’s styles in ready-to-wear for 
fall. The first is that there are no 
old ladies today: ‘You are selling a 
world of young ladies,” she said. 

The second is that the dramatic 
fashion change in clothes has 


brought a change of balance, a dif- 
ferent mood and feeling. “Don’t 
show shoes alone,” Miss Weston 
warned. “Women will want the en- 
tire new look.” 

The apparel look has triggered 
shoe silhouettes for fall, according 
to Mrs. Joseph. In silhouettes, the 
new interest is in high-rising throat 
lines; ties and instep and T-straps. 
Decorated pumps with daintier bows 
and ornaments will be ahead of 
plain pumps. New looking are built- 
in-designs and d’Orsays. Lowered 
heels will give a balanced look to 
short skirts. For dressy and after- 
five shoes, however, high heels will 
be wanted. 


Delicate Grains, Silky Suedes 


Important among leathers will be 
finer, more delicate grains and silky 
suedes. Reptiles and leather com- 
binations will be of some impor- 
tance. Fabrics will be mostly in 
dressy shoes. Black will be No. 1 
among colors. Russet and light-to- 
medium browns will be very good. 
Dark browns are basic. The greens 
are sleepers. Blue will be chiefly 
in a bright shade for early transi- 
tion shoes. 

Speaking on styles in women’s 
casuals and dress flats, Mr. Burns 
said it is the way women live that 
determines the shoes they wear. 
Casuals and dress flats are gaining, 
he said. Gay sock linings and new 
heel shapes are important style de- 
tails. The suburban influence is seen 
also in the popularity of wedge 
heels. A new modified tapered toe 
is liked. Easy step-ins, T-straps, 
pumps with bows are important. 

Mr. Markus, speaking on women’s 
sports shoes, noted that lightweight 
constructions are no longer news. 
However, medium weights may de- 
velop to be more important. Welt 
types still sell in some areas, mostly 
in the basic saddle. Among patterns, 
the basic moccasin continues strong. 

Four types in lightweight con- 
structions were noted: (1) the half- 
bal oxford, a teenager shoe; (2) 
the Bubble saddle—everybody will 
need a saddle, a Bubble saddle or 
some variation on a saddle; (3) all 
versions of step-ins, which will be 
volume shoes; (4) some types 
brought down from the styles on 
heavier constructions. 

Black suede will be volume, ac- 
cording to Mr. Markus. Silky suedes 
will be good. Ribbed soles, both syn- 
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thetic and gum rubber, continue to 
grow. 

Mr. Cramer, who reported on 
women’s dress shoes, recommended 
that Mr. Shoe Man take a “courage 
capsule” to cure illness in the shoe 
business. He said closed dress shoes 
will be the leading silhouette: closed 
pumps, T-straps and mules. There 
will be an overwhelming consumer 
acceptance of the needle toe, the 
thinnest heels. Color is the big 
motivating selling force and off- 
beat greens, reds and neutrals will 
be very important. The older teen- 
agers—the 17 and 18-years-olds— 
will want the “little heels.” 

There were from 220 to 250 chil- 
dren’s shoe lines on display. 

Children’s shoe styles that seemed 
to create the strongest interest were 
nylon velvet saddles, T-straps, the 
shoe with the swivel and T-strap 
combined, one and two-eyelet ties, 
half bals and the traditional, con- 
ventional saddles. For teen-agers 
there were very interesting nylon 
taffeta pumps with high-rising 
throat treatment. Toes ranged from 
modified to pointed to needle on 
many teenager shoes and skimmers. 


Black Tops the Colors 


Colors lined up with black in the 
lead as No. 1. After that, it was 
anyone’s guess. 

New lasts were incorporated in 
many of the lines to give the fall 
’68 shoes a slimmer look. 

Mr. Welch, chairman of the Chil- 
dren’s Shoe Style Committee, ad- 
vised that in the boys’ shoes, “stitch 
and turn” and the adult tapered toe 
“continental” styling will be im- 
portant. Dirty buck will get a good 
play this fall; and Shu-Lok fastener- 
equipped shoes will continue strong. 

Mr. Rooney, chairman of the 
Men’s Style Committee, compared 
the dramatic importance of the 
lightweight look to the advent of 
the oxford in the early ’20’s. Ox- 
fords then were a spring and sum- 
mer item, and high shoes were rele- 
gated to fall and winter wear. 

Will the lightweight look con- 
tinue? Emphatically yes! But to 
reach its fullest potentials, new pat- 
terns and treatments are essential, 
Mr. Rooney said. Lightweights are 
the answer to the traditional three- 
year life expectancy of men’s shoes. 
They appeal to women and, for the 
first time, men’s shoes have become 
a holiday gift item. 
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Interest in Color Grows as 


NEW YORK—Color is big news 
in Guild lines for fall. 

Reports from members of the 
Guild of Better Shoe Manufactur- 
ers on their recent show week point 
to a greatly increased interest in 
color, although black is still impor- 
tant in calf and very good in suede. 
News, however, is in the orders 
placed in several shades of brown, 
in blue, reds and greens. 

A yellowed tone in the browns 
was noted by several Guild houses. 
The shade called tarnished brown 
has sold and so has, in a few in- 
stances, a dark brown. While bright 
red is selling in some shoes, the 
news is in the very blued reds, de- 
scribed by some as “wine.” 

Bright blue was noted by several 
manufacturers. One house has a 
special bright blue as an exclusive. 

Green—the color which is creat- 
ing so much interest and specula- 
tion—is in all the collections with 
the official Tartan shade included 
frequently. A more yellowed green 
is also being used. Suedes and the 
two-way nap leathers are much 
liked for many of these colors. 

Color combinations are not as 
important as combinations of two 
surfaces in the same color. Calf- 
skin, finely textured grains and 
suedes, including the two-way silky 
naps, are the leading leathers in 
Guild lines. 

Leading ideas in silhouettes are 
pumps, straps in several versions 
and, in a more limited way, little 
ties. The closed toe, closed back and 
open shank d’Orsay silhouette is 
popular. Lowered heels—to 18/8 
and 19/8—are increasing in 
strength. The higher heels, how- 





210 Associates’ Holly Award 
Presented to Robert Schiff 


NEW YORK—Robert W. Schiff, presi- 
dent and treasurer of Shoe Corporation 
of America, is the winner of the 10th 
annual T. Kenyon Holly Memorial Plaque 
for civic achievement and philanthropic 
work. The award was made at the an- 
nual banquet of The 210 Associates, in- 
dustry foundation, May 6 at the Waldorf 
Astoria. 

More than 1,600 shoe, leather and 
allied trades executives saw Louis H. 
Salvage, president of the Louis H. Sal- 
vage Shoe Company, present the plaque. 
— TV and radio stars presented a 
show. 


Guild Presents Fall Lines 


ever, still continue to sell very well. 
Tapered toes are taken for granted. 

This first fall showing by the 
Guild was largely of street types 
with some cocktail or dinner shoes 
in dark fabrics, many in silk, in- 
cluded in the collections and 
bought. 


Record Attendance Expected 
For Midwest Fall Market 


CHICAGO—A record number of 
retailers is expected to attend the 
Midwest Fall Shoe Market to be held 
here May 25-28 at the Morrison Ho- 
tel. Since many retailers have held 
back somewhat on fall deliveries, 
show officials believe they will use 
this show to complete their fall re- 
quirements. 

The event is being sponsored by 
the Midwest Shoe Travelers’ Asso- 
ciation. A special feature will be a 
free “chuck wagon” lunch on Sunday 
from 12 noon to 1:30 p.m. and again 
on Tuesday from 6 to 7:30 p.m. 

The two periods are peak buying 
times at regional shows. Buyers will 
be served in whatever sample room 
they happen to be when the “chuck 
wagon” rolls around. No rooms will 
be closed for these meal periods, as 
was previously done. 


Westbey S. Parsons Dies; 
Sandler-Goodman Executive 


NAHANT, MASS.—Westbey S. 
Parsons, 49, vice-president and gen- 
eral manager of the Sandler-Good- 
man Shoe Company, in nearby Salis- 
bury, died May 4 at his home here. 

After World War II, Mr. Parsons 
became associated with the United 
Shoe Machinery Corporation. Later 
he became head of his own company, 
Parsons Shoe Company, which man- 
ufactured infants’ shoes. 

He was a member of the New 
England Shoe and Leather Associa- 
tion, New England Superintendents’ 
and Foremen’s Association and the 
Boston Boot and Shoe Club. 


Mr. Parsons is survived by his 
widow, Lorna; his parents, Mr. and 
Mrs. Allen E. Parsons; a brother, 
William E., and three sisters, Miss 
Gladys Parsons, Mrs. John Dedick 
and Mrs. Howard Lord. 
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Retailers Must Sharpen Selling Tools, Ohio Group Told 


COLUMBUS, O.—Unless retail 
shoe selling sharpens its  tech- 
niques and productive efficiency, 
the shoe business will continue to 
fall short of its sales potentials 
while it moves into the most com- 
petitive era in retailing history. 
That’s the feeling of William A. 
Rossi, field editor of the Boot AND 
SHOE RECORDER. 

Addressing the breakfast meet- 
ing of the Ohio Shoe Travelers 
Club in Columbus May 4, during 
their Fall Showing, Mr. Rossi said 
that last year the U. S., for the 
first time in world history, became 
an economy “dominated by distri- 
bution and selling.” 

For the first time, he said, more 
people are employed in the distri- 
bution of goods and services than 
in any other phase of the economy. 
in manufacturing and farming, 
technology and productivity have 
risen so that we can produce far 
more than we consume or sell. This 
also applies directly to the shoe 
industry, which has the productive 
capacity to produce over one bil- 
lion pairs, but sells only 600 mil- 
lion a year, Mr. Rossi declared. 

“The salesman has now become 
undisputed king of our economy,” 
he said. “Shoe business, which has 
been obtaining a smaller share of 
the consumer dollar, will continue 
to lose stride until it sharpens its 
selling tools. That means improved 
marketing methods by manufactur- 
ers, freshened merchandising tech- 
niques by retailers, and more effec- 
tive and organized training of the 
nation’s retail shoe salespeople.” 

Mr. Rossi pointed out that the 
shoe industry used to get two cents 
of the consumer dollar, but today 
gets only 1% cents. 

The speaker said it is a fallacy 
for the shoe industry to depend 
upon population increase for its 
sales growth. “Our job is to in- 
crease shoe consumption within 
the existing population,” he said. 


Mr. Rossi urged adoption of a 
national retail shoe sales training 
program, operating through an in- 
dustry-wide organization such as 
the National Shoe Institute. Such 
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a program would be intensive and 
advanced, he said, with genuine 
professional status. Graduates 
would be given a certificate. This 
would help establish a “rating” 
standard for retail shoe personnel 
and give them a higher profes- 
sional, occupational and _ social 
status. 

“We’re now on the threshold of 
a revolutionary new competitive 
era where the standard of economic 
efficiency will be sales productiv- 
ity,” Mr. Rossi advised. “For shoe 
business to attract the kind of 
qualified and productive sales per- 
sonnel it wants and needs, we shall 
have to provide (1) a new scale of 
incentives, and (2) a new approach 
to retail selling and sales train- 
ing.” 


80 Exhibitors, 400 Retailers 
Due at Denver Show June 1-4 


DENVER — Four hundred shoe 
retailers from the Mountain States 
area will hear Robert Schaffer, head 
of the men’s division of Inter- 
ational Shoe Company, St. Louis, 
and Richard Graffis, president of the 
National Shoe Travelers’ Associa- 
tion, speak at the opening luncheon 
of the Denver Fall Shoe Show, Sun- 
day, June 1, at the Albany Hotel 
here. 

The show will run through Wed- 
nesday, June 4, with 80 exhibitors 
showing more than 150 lines of 
men’s, women’s and children’s shoes. 

Frank Phillips, president, and R. 
E. Schuster, executive secretary of 
the Mountain States Shoe Travelers’ 
Association, which is sponsoring 
the show, said this will be the 
largest in the city’s history. The 
shoe travelers will hold their semi- 
annual business meeting Saturday, 
May 31, at 4 o’clock at the Albany, 
when Mr. Graffis also will speak. 

Added to the program this spring 
is a Monday morning breakfast 
scheduled for all retailers and ex- 
hibitors at 8 o’clock. The Sunday 
luncheon is set for 12 noon to 1:30 
p.m., when all showrooms will be 
closed. On Monday night, June 2, 
the usual dance and floor show will 
be held in honor of visiting retailers. 





Self-Service Shoe Selling 
Will Gain, Ad Official Says 


[CONTINUED FROM PAGE 21] 
multiple sales than will sales- 
people. This has been proved in 
every other field.” 

He suggested that shoe boxes be 
designed to do more selling. “In 
every other field the package sells. 
You can’t sell packaged merchan- 
dise in a self-service, self-selection, 
impulse-buying age without self- 
selling packages.” 

Citing a new concept of shopper 
traffic, Mr. Weiss predicted that 





E. B. WEISS 


highway locations will attract more 
shoe chain units in the next 10 
years than will shopping centers. 
“It is not improbable,” he said, 
“that within five years the shoe 
chains may have 1,000 store units 
in true highway locations.” Such 
stores will cater to the whole fam- 
ily but sell more men’s shoes be- 
cause more men use the highways. 

Mr. Weiss forecast, too, that Sun- 
day will be a major selling day for 
the highway shops. 

To his listeners Mr. Weiss of- 
fered these suggestions: 

1. Devote more attention to ex- 
ploiting the gift market. 

2. Promote special-purpose foot- 
wear, such as for boating and ski- 
ing, more widely. 

3. Use windows as selling space 
in new ways, for as a selling tool 
they are “dwindling rapidly,” es- 
pecially at highway sites. 

4. Launch a drive in all chains 
to increase every sale. 

Presiding at the breakfast was 
Saul L. Katz, of Hubbard Shoe 
Company, Rochester, N. H., vice- 
president of the New England Shoe 
and Leather Association. 
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Jarman provides the stytinc 
the ADVERTISING . 
the price that will attract more men to your store 


Today’s typical shoe buyer is a pretty 
smart man. More interested in style than 
ever, he also demands comfort and good 
quality at price. That is 
exactly what he gets in Jarman. 

Consider the three major 
points” which have made Jarman far-and- 
away the favorite shoe in its price range: 

When it comes to styling, Jarman is the 
acknowledged leader in its field con- 
sistently first with the latest and smart- 
est patterns, consistently first with im- 
portant new leathers and colors. 

When it comes to price, Jarman shoes 


reasonable 


“success 


JARMAN SHOE COMPANY, NASHVILLE, TENNESSEE 


are the biggest sellers in the moderate 
range in which half of all American men 
buy their shoes. With a Jarman fran 
chise, you attract the big middle-income 
market sell units 
enjoy and 
profits! 

When it comes to advertising, Jarman 
is first colorful. 
believable, high-readership ads in such 
leading Post, True, Look 
and Esquire. through the years 
this distinctive advertising has been in- 
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earn 


you 
turnover 


where 


faster more 


again. with dramatic, 


as 


magazines 
Down 


strumental in pre-selling men on Jarman 


DIVISION OF GENERAL SHOE CORPORATION 


effec - 


tive program of aids for dealers to use in 


shoes. (Jarman also has a highly 
their all-important local displays and pro- 
motions. ) 

So because of styling, price and adver- 
Jarman the length and 
breadth of the land enjoy greater store 
traflic and heavier sales. Write us today 
for full information about attracting men 
to your store with Jarman. 
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HOW TO BE HAPPY WHILE YOU'RE GOING OUT OF THE CHILDREN’S SHOE BUSINESS 


The best way to start is by sending your customers to competition! This can be done most 
effectively by holding back on size-up orders until customers ask for the shoes. Everyone 
will be happy about the arrangement. You will have a real excuse for customers. They will 
be happy because, if necessary, they can come back to you later (maybe). Happiest of all 
will be competition—they’re making extra sales while you go out of business! 












Here’s an even happier thought. If you put yourself on a level with your competition by 
placing your fall orders with our men, who are on the road right now—you will be the one 
making the extra sales. The shoes in our lines this year have everything any customer 
can want... new styling that excites the fashion-wise . . . value and wear that appeals to 
the thrifty . . . features that will keep customers coming back. Work with our men when 
they call on you. Place your order early . . . size-up regularly. Children’s sales are every 
day. Keep your customers happy . . . be ready for them. 












Terms 5%—30 Days F.0.B., Reading, Pa. 


Curtis -Stephens:-Embry Co. 
READING, PA. =. 
FINE QUALITY CHILDREN’S SHOES SINCE 1882 4 Is 


—— . 
MODERN AGE* 
for every age and Official 
Girl Scout and 
Brownie Scout Shoes 
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Pro tek: tiv” Play- wear 


shoes by Pro-tek-tiv 






! 
the finest 
children’s shoes! 
| 
' 











SO soft...so flexible...so comfortable 





Armstrong 
FiBERCORK 


The cushioned insole materia/ 


Unusual flexibility is a hallmark of today’s best selling women’s shoes. And more and more 
they're being made with a magic new two-in-one material — Fibercork*— an insole and a cushion, 
both in one uniform material. Fibercork enhances the softness of any shoe construction, adds its 
own gentle resiliency. It’s a new material, made in a new way, with springy cork particles and 
soft felted fibers. Send for a sample. See for yourself how light, how flexible, how very resilient 
Fibercork really is. Armstrong Cork Company, 7705 Delaware Avenue, Lancaster, Pennsylvania. 
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this half-page 
advertisement 


A fine advertising 
schedule to accelerate 
Acme Wellington sales 
even faster. You'll 

see these ads in Esquire, 
True, and Argosy. 


and the smartest 


of these 


Boe 


A dozen styles t0 
choose from -- - 
$10.95 to $16.95 
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A sensational sales record in its 
first full year of marketing— 
hitting new high peaks in 1958. 
Many styles to cover all needs— 
with new ones all the time—like 
the four new styles shown here ... 


1060 ... for men 


New ‘'Flat Top'’ Boot 
for campus! Cushioned 
cork heels and soles. 
Goodyear Welt. Wear 
‘em “‘round-the-clock’’. 
62 through 12, and 

““e"" end ‘“‘0"’ 


Cost to you 


$6.50 


9090 ... for men 


New ‘‘Patrol Boot", 
with leg conforming 
12-inch top. Service- 
ability with protective 
comfort. Leather lined. 
Full-grain leather foot 
and top. 6'2 through 
12, and 13. ‘‘B’’ and 
“D" widths. 


Cost to you 


$12.00 





9060 ... for men 


New dressy stovepipe 
Ranch Wellington. 11- 
inch top with leather 
pullstraps. Selected 
Votan Bend soles. Un- 
lined leg that con- 
forms. 62 through 
teed 139. “8, 
“D"', and “E" widths. 


Cost to you 


$9.00 


ACME BOOT COMPANY. INc. * CLARKSVILLE, TENNESSEE 


ALSO MAKERS om WELLINGTONS our oF ooors 
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CR) 9532... for boys 


WORLD'S 


eooTs 


EN 


GIinE€er 


LARGEST 


PooTs 


and girls 
Styled in the West, 
worn everywhere! Au- 
thentic Ranch Wel- 
lington last. Goodyear 
Welt. ‘'B'' and ‘‘D"’ 
widths. 8/2 through 3 


Costs you $4.75 
3 through 6 


Costs you $5.90 


BOOTMAKERS 


AND PARADE MAJORET 


TES 








THE QUALITY LEATHER 


* 564 


WCRI CAMO 


new...brightened blue 


for fall 


@ 


LEATHER CoO. GIRARD, OHIO 
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Full Page Ad, 
hi SATURDAY EVENING POST 


.. reaches over 


24,750,000 readers. 








cand Quarter Page Ad, 
ri. = \ LIFE MAGAZINE... 


reaches over 
26,450,000 readers, 
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NOW... 2 RADIO NETWORKS! 
Bert Park’s popular BANDSTAND on NBC network 
—190 top stations, Coast to Coast every Wednesday and 
Thursday (11:05 A. M. to noon). 


Dus Don McNeill’s BREAKFAST 
CLUB, heard every Tuesday 


and Friday over 300 stations in the great 






; ABC network, Coast to Coast 
GET RELIEF Grace . . 
“— (iso The impact of 63 magazines, 530 newspapers and 
Df Scholls Sunday Magazine sections from Coast to Coast 
nieces apne to give you the biggest, most profitable Dr. Scholl’s Foot 
RTS, REMEDIES Comfort Week ever! Check your stocks of Dr. Scholl’s now! 















oe ee ee a oe MAIL COUPON NOW ~«<«<£«<<£<<<888= 

Send for this New Window Displa THE SCHOLL MFG. CO., INC., Chicago 10, Ill. 7 
eagle N. Y. 11, N.Y.» Los Angeles 58, Calif 

It’s just what you need to make your |! , 0, a i 
Dr. Scholl’s Foot C fort® Week Please send us your new Dr. Scholl Foot Comfort Week Window Display. 1 
es ‘ 7 pg sm £— Riis:: #3 fac 
a record-breaker. It’s in full color. | one 1 
Measures only 33” high, 22%” wide, 4” oussciiie 
deep. Yours FREE. Mail coupon today! iis: 02 RE! a et RMR j 
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We asked several sales managers of the Brown Shoe Company why they think 
the Shu-Lok fastener is such a tremendous success. Here are their answers: 


Wm. J. O’Rourke, Jr. 
General Sales Manager 
Pedwin Division 

(Men's, Young Men's 

and boys’ Shoes) 

“It’s as simple as this: 
Young men are always 
looking for something 
better. Because of the 
Talon Shu-Lok fastener’s 
enthusiastic and immedi- 
ate acceptance in the 
men’s and young men’s 
styles we now feature it in 
our youths’ and boys’ lines 
also. We've already had a 
good share of repeat busi- 
ness from this new item, 
and expect sales to con- 
tinue to expand.” 


Hugh Winfrey 
General Sales Manager 
Buster Brown Division 
(Children's, Boys’ and 
Girls’ Shoes) 

“Why do I think the Talon 
Shu-Lok fastener is a 
success? Let’s start at the 
beginning. We have a tra- 
dition of bringing our cus- 
tomers not only the new- 
est in style trends, but the 
finest in fitting qualities. 
That's why we stocked the 
styles featuring the Talon 
Shu-Lok fastener. We 
promoted them. We sold 
them. And, they sold sell! 
In fact, they're on our 
best-seller list.” 


Telon 











Just flip to open, 


Snap to close. 


fastener 
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© Congress beginning serious study of tax relief program 
for small business. Fate of measures still uncertain. 


© Congress expected to act this year to foree 
Pentagon to divert some extra defense work 
into distress areas. 


© Tariff Commission wants comments from foot- 
wear trade on how to rewrite complex tariff 
rules and regulations. 


Baker Reporting from WASHINGTON 





The much-promised and long-delayed tax relief program for small business 
is about to get off the ground. 

Congressional leaders are now beginning serious study of tax measures 
designed to specifically aid small firms. 

Most important move in this direction is a planned study by the House 
Ways and Means Committee—the powerful group that initiates all tax legis- 
lation—of an Administration program. 

The committee is considering a four-point program backed by the Admin- 
istration and many Democratic congressional leaders as well. This much- 
heralded program would extend accelerated tax depreciation to purchases of 
used machinery, as well as new machinery; allow some small corporations to 
elect to be taxed as partnerships to thus ease their tax burden; permit some 
small firms to pay estate taxes over a 10-year period to help prevent liquida- 
tion, and permit investors in small firms a greater tax deduction for losses 
they suffer. 

The fate of these various small business tax bills is still uncertain. While 
they have a lot of public support among congressmen and government officials, 
they have died for lack of interest in the past and may do so again if the 
lawmakers get tangled up later in a massive personal and corporate income 
tax hassle. 


It’s becoming more and more apparent that the Congress will act this 
year to channel government contracts into so-called distress areas. Pressure 
is building up in both the Senate and the House for a new law making it man- 
datory for the Pentagon to divert some extra defense work into hard-hit areas. 

In the Senate, the chief plan under discussion calls for a fast $375 million 
in federal loans and grants in distress aid. Under this plan, the jobless areas 
would benefit by: 

Two hundred million dollars in Treasury loans, to be divided among cities 
and rural areas for industrial development projects. 

One hundred million dollars in Treasury loans, plus $75 million in federal 
grants for public industrial development (new land areas, waterfront develop- 
ment). 

Loans would run for 40 years. Interest would be set at 34 per cent. 
Washington would pay about two-thirds of the cost of the projects. States 
would pay 10 per cent or more. Businessmen would supply five per cent or 
more of the cost of each project. 


The Tariff Commission is asking the footwear trade for comments on how 
to rewrite and combine the tangle of tariff rules and regulations. The tariff 
rules applying to footwear, like those on many other goods, have grown hap- 
hazardly over the years. The Commission now is attempting to put the maze 

(OVER) 
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WASHINGTON 


@ Retail footwear sales holding up surprisingly 
well, according to latest government reports. 
Independents, chains and departments strong. 


e The NRMA says the military, after recent pay 
raises, no longer needs cut-rate post exchange 
stores. 









































































of rules into a more orderly framework. 

Public hearings on the changes will begin on June 3. Persons or firms 
wishing to present their views either in person or in writing should write 
Donn N. Bent, Secretary; U. S. Tariff Commission, Washington 25, D. C. 

The hearings are confined to suggestions for reworking the language of 
the tariff regulations, and suggestions for changing the rates—either up or 
down—are not being considered, Mr. Bent says. 

Requests to appear at the hearings in person must be received by Mr. Bent 
not later than May 23. 


Retail sales of footwear are holding up surprisingly well, new government 
reports show. Strong sales totals are reported from independent shoe stores. 
from chains, and from shoe departments. 

The encouraging point to note here is that sales of shoes in all types of out- 
lets have held at strong levels at the same time retail sales of other products 
have sagged badly. Automobile sales have fallen off sadly. The same is true 
of such consumer durables as stoves, refrigerators, and other household appli- 
ances. Sales of apparel—-except shoes—have fallen off sharply. 

The U. S. Department of Commerce, in its quarterly review of consumer 
buying, finds that four chief consumer categories are “holding their own” 
in sales. These four are shoes, food, gasoline and oil, and drugs. Purchases 
in the first three months of this year were well above totals for the same 
period in 1957. But buying of apparel (other than shoes) fell off appreciably 
from third-quarter 1957. 

These encouraging signs of consumer buying strength are good indications 
of firm business to come in the months ahead, according to J. G. Schnitzer, 
director of the Leather, Shoes, and Allied Products Division, Business and 
Defense Services Administration, U. S. Department of Commerce. “It’s a very 
good sign,” Mr. Schnitzer tells Boor AND SHoE Recorper. “Earlier this year, 
it appeared that retail sales this year might run about two per cent ahead of 
1957 totals. 

“But the healthy economic factors now evident suggest that retail footwear 
sales this year may end up about five per cent ahead of 1957 totals,” Mr. 
Schnitzer predicts. Consumers are in a “buying mood” for footwear, he 
points out. They are tending to pay off what they owe on automobiles and 
big-ticket appliances, and to divert some of their available spending cash to 
footwear and other soft goods. 

Mr. Schnitzer believes that retail sales in May and June, “with proper 
promotion and good luck,” should be comfortably ahead of 1957 totals. 

“Shoe sales are being maintained better than other items of clothing,” says 
the U. S. Department of Commerce in its Survey of Current Business. The 
government notes that sales of apparel and clothing, prior to 1955, had been 
relatively stable at the annual rate of $20 billion. Sales began to rise in 
1955, and by late 1957 had risen 15 per cent to a peak annual rate of about 


$23 billion. 


The National Retail Merchants Association is pointing out the military pay 
raises voted by the House of Representatives have weakened the old argument 
that military people need cut-rate stores (Army post exchanges; Air Force 
[CONTINUED ON PAGE 89] 
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"We want MORE 


SUPERSOLE’ 


; 

PAC. 
$7.1 
% 
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i ~ WANT TO MAKE A PRETTY SALES PICTURE? Put these “jig-saw 


if it doesn't carry 

the VOTAN trademark, 

it isn't genuine leather 
_ SUPERSOLE | 


pieces together and see for yourself the WONDERFUL 
OPPORTUNITY to give these sales-conscious retailers what they're 
asking for—more shoes with VOTAN “SUPERSOLE”! 

Our recent survey of 15,000 shoe stores across the country 
disclosed an overwhelming demand for more “SUPERSOLE” by 
both retailers and their customers wherever this revolutionary, 
longer-wearing, genuine leather sole has been bought and sold 
for the past three years. The percentages shown above speak 
for themselves. 

We'll be glad to show you ALL the FACTS developed by this 
market study — the first of its kind ever made! You'll see why 
it will pay YOU to detail “SUPERSOLE” on more of YOUR lines. 


VIRGINIA OAK TANNERY 


SALES CORPORATION 
27 SPRUCE STREET - NEW YORK, N. Y. 





YOU'LL BE 


AMAZED 


AT THE 











Comfort 
Styling and 
Endurance 


BUILT INTO THESE 


$8. 


‘*Retailers’’ 


W, 


FREE FOLDER ON REQUEST moans (MANY IN WIDTHS C TO EEE) 


] te] t-te] melir Vane 4 


Teale nepal ine 
STYLES They Sere You Right ! 


wsoeey WINCHELL SHOE MFG. CO. »*r<x. wass 








See the complete line 
of Desertan brushed splits 
at the Leather Show 


SPORT & CA Er 


ES. 2; 1) 
for the young of heart! 











DESERTAN 


— the choice of most man- 


ufacturers because it offers 


® Full body 


nvm | Decertan 


® Mellow but stand-up 
character 


BY Crrenewnt 
Order Desertan #948 


®@ Prices for volume lines 











* 
5 STAR pales QUALITY Eenera: Split Corporation 


730 WEST VIRGINIA STREET © MILWAUKEE 4, WISCONSIN 
World's Largest Producer of Glove Leather Splits 
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Broken sizes lose you sales! 
Keep full stocks of “P-F”’ Flyers... 
especially now, during ‘“P-F’s” 
giant TV push! 





Week in and week out youngsters of all ages 
(grownups, too) are seeing “P-F” Flyers on TV! That 
means they'll be coming to you for all different 
sizes and styles of “P-F’’s! Don’t be caught short! 
Stay fully stocked and profit big! 





Right now “Swifty Flyer” is selling hard on TV's 
No. 1 youngsters’ show, “The Mickey Mouse Club,” 
in 104 markets — plus spot TV in 43 other top mar- 
kets. That’s a total of 147 markets or 97.5% of all 
the TV homes in America! Cash in—check your 
stock and order now from your nearest B. F. 
Goodrich or Hood branch office. 


YOUR STOCt 


N ees 
Lf © Walt Disney Productions 
{> i 
, 
. fl ; * 
Y a 








PFivnnoe ONLY IN B.EGoodrich ano Hood sranos 
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DARBY ...a new 
saddle shoe—exten- 
sion around back 
adds contrast in 
black and white. 


DOLLY ... styled 
right — always 
bright — sweetheart 
swivel strapin 
black patent. 


WAYNE ... some- 
thing new in a boy’s 
shoe—black on 
black (the inset is 
shantung). 
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the readers of 


faqui 
qd UUVtE America’s largest-selling 


men’s fashion magazine will see this - the fifth ad in Moc-Abouts’ big 1958 


national advertising program - featuring a different ad every 4 weeks in 


America’s leading men's magazines! 


Tie in and make the most of it in your own local area NATIONALLY ADVERTISED 


— Moc-Abouts supplies everything you need to help 
you tell your customers you have the shoes they VOLUME-STYLED 


saw advertised in their favorite magazine — all 


you have to do is to make sure you have the shoes VOLUME-PRICED 


on your shelves. The ad breaks June 17 — so for the 


complete story — see us at the regional show in IN-STOCK CASUALS 


your area — or write, wire, or call 


oe, |) a 


Boot and Shoe Recorder 





Prettier when new prettier ¢ 

being worn. That’s because of the 
unusual DURALENE finish. Wipe with a 
damp cloth and surface dirt disappears. 
The rich DURALENE finish is highly 
water resistant and extremely durable. 
But best of all, you can have these 
advantages at a savings up to 1¢ per 
palr. DURALENE White is a complete 
finish for smooth leather shoes, not 

a uniformer. Ragging, brushing, 
spraying to attain luster is unnecessary. 
DURALENE is easily applied with a brush 
or sponge — and its luster is 

built-in to stay. 

Use DURALENE White Finish on your 
smooth leather shoes. Get improved 
appearance plus an extra bonus 


savings in the Packing Room. 


6 


DURALENE 


A product and registered trademark 
of the BB Chemical Co. 


Distributed by... 


SHOE MACHINERY CORPORATION 


= Toh-3 cola mmiyt-t-t-¥- lola le l-1-3 a a— 
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J. W. Carter Announces— 
A 1958 NATIONAL SALE 


ON THE 


FAMOUS BROADWAY SHOE LINE 


This unusual sale offers you substantial discounts, long 
terms and extra dating. The entire Broadway line of 
Goodyear Welts for men is included. 


For full details, see your local representative, or 
write directly to 


J. W. CARTER COMPANY 


P. O. Box 30 e Nashville, Tennessee 
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CW Dow Corning Silicone 


Me in keaton 


@ KEEPS WATER OFF 
AND STILL BREATWES 
@ STAYS SOFT ANB FLEXIBLE 
oa sh 
MORE COMFORTABLE TO WEAR 
STAY NEW LOOKING LONGER 


Look for this tag! 


Only shoes made of upper 
leather that has been SYLFLEX 
tanned, tested and certified 

by licensed tanners to meet 
Dow Corning’s performance 
standards, can wear this tag. 
Ask your resources for shoes of 
SYLFLEX tanned leather, 


May 15, 1958 


q For this —instead of this > 


Shoe of SYLFLEX tanned 
leather at left and conven 
tional shoe at right, dried 
after equal exposure to ice 


removal salts 


Leather tanned with SYLFLEX: 


Keeps water out! Even after miles of walking in the rain, the wetness will not 
penetrate shoe uppers of leather tanned with SYLFLEX. 


Dries faster! SYLFLEX tanned leather absorbs 70% less water than the same 
leather with conventional tanning. Dries like a nylon shirt. 


Stays soft and flexible! Leather tanned with SYLFLEX repels water and the 
ice-removal salts that reduce the natural oils in leather, causing shoes to 
stiffen, crack and curl. 


Still “breathes!” Air passes freely through the pores of leather tanned with 
SYLFLEX, making shoes more comfortable to wear, more healthful. 


Keeps its new-shoe look with old-shoe comfort! It’s safe from water-borne 


chemicals that cause deterioration. Adds eye appeal to dry appeal. 
*T. M. for Dow Corning Silicones tanned into leather. 


DOW CORNING CORP., MIDLAND, MICHIGAN 





If materials alone make a shoe, then the 
$4.95 and $29.95 calf pump are identical... 


If pattern alone makes a shoe, what with the 
large and inferior lines living off copies, then the 
imitation and original become the same. . . 


Steel equals silver...Glass equals diamonds... 
Old wine equals the new, 
Plastic and China dishes are the same. 


Anyone unable to style shoes can copy a pattern... 
it only takes money to duplicate materials. 


The “know how” to assemble the tangibles, 


and add the intangibles to end up with a shoe the 


Consumer Prefers is what Heydays has that 

the others do not; it is why retailer profits more 
on Heydays, increases his sales with Heydays, 
assures himself a future business with Heydays. 


If you think the consumer does not prefer 
Heydays, then try to sell a Consumer that is 
wearing Heydays...on another brand, 

no matter how good the facsimiles. 

















FRIEND 





Stocked in 
multi-colored Hornback; 
Black and Grey Ostrich. 


HEYDAYS SHOES INC. *© 2032 LOCUST STREET *© SAINT LOUIS, MISSOURI 
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oice of the [rade 








JAMES LEGG, sales manager for Hey- 
days Shoes, Inc., of St. Louis, Mo., 
says: “When business is bad, every- 
one strains for a sale. BUT TODAY 
BUSINESS IS NOT BAD. DOUBT- 


ERS ARE INVITED TO READ 
BOTH THE INSIDE AS WELL AS 
THE FRONT PAGE OF THEIR 
LOCAL PAPER. Shoe manufacturers 
and shoe retailers are no exception. 
Nineteen fifty-seven was the largest 
production year in history. Large and 
small shoe folk alike, in endless cases, 
had their best sales year. 





“Conduct any survey you wish, to find 
out the ‘whys’ in shoes, and the Num- 
ber One need you will find is not pro- 
duction, price, advertising. It is ‘more 
intelligent timing’—of our entire set 
up. 

“There are four real selling seasons 
each year. They are called, SPRING, 
SUMMER, FALL, WINTER. They 
are all different, require different ap- 
parel from the skin out and the feet up. 
“If the shoe industry ever wants to 
return to more profits and increased 
sales it will be easy, starting with 
wiser timing, observing true seasons 
and closing out white shoes no earlier 
than mid-July, and changing N.S.F. 
date to October Ist.” 


* * * 


WINDHORST, 


JOHN 


of 


owner 


May 15, 1958 


Ari- 
zona, put the spotlight on the Shoe 
Retailers Club in that city. He stated: 
“We meet every month for dinner and 


John’s Shoe Store in Tucson, 


cocktails and want any shoe man visit- 
ing Tucson to join us. Recently, we 
had a visit from Otto Warn of Spo- 
kane, Washington, . . . and we all en- 
joyed his humor, good ideas and sug- 
gestions.” 

The Tucson Shoe Retailers Club 
boasts of two distinctions. (1) MIKE 
MORALES, buyer in 
Jacomes Department Store, has one 
son at West Point and another at 
Annapolis at the present time. (2) 
We have a retailer,” says Mr. Wind- 
horst, “who by 


men’s. shoe 


the consistent and 
steady use of his advertising has, to 
all intents and purposes, changed the 


name of his street from a simple Pen- 


nington to Fashionable Pennington 
Street. Women no longer shop, or 


say they are going shopping, on Pen- 
nington Street. They say they are 
going to ‘Fashionable Pennington 
Street.’ Every ad BILL LEWIS puts 
out carries that slogan: ‘Lewis Shoe 
Salon on Fashionable Pennington.’ 

“Now, how many other shoe clubs 
can say they have such civic-minded 
v.i.p.’s on their roster?” 


* + * 
Leather from the sea! MARine 
LEAther! A short time ago, ED 


GOERK and his wife, Jettie, left the 
changing seasons of New York City 
and moved to Riviera Beach in Flor- 
ida. There they started a unique busi- 
ness .. . the Mar-Lea Company .. . 
Actu- 
ally, they have developed a process for 


deriving from marine leather. 


tanning starfish, sea ferns and sea 
horses into leather, leather lace and 
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leather flowers. Sizes vary from one- 
As for 
colors—in addition to the natural tans 
and browns, this marine leather is 
available in gold, silver, pastels . . . 
in fact, any color. The starfish can 
be bent, sewn, cut, glued, dry cleaned 


half inch to sixteen inches. 


. and combined with many mate- 





rials. Some of the suggested uses in- 
clude decorative trims and ornaments 
on apparel and accessories as well as 
interior decoration on lamps, lamp- 
shades, picture frames, mobiles. 
* 6 7 

® How the heavy industries go. . . 
so goes the economy of the nation— 
has long been an accepted axiom and 
comprehensive “alibi. ”In a recent talk 
before the Sales Executive Club, TOM 
CAMPBELL, the 


Iron Age, one of our sister publica- 


editor-in-chief of 


tions, presented the “case for the busi- 
} 
“There is 


not too bad a recession in consumer 


ness optimist.” He said: 
goods, and there will be a slow up- 
ward trend getting under way some- 
time in the summer, making itself clear 


by September or October. ...:. The 
major part of the downtrend is in the 
heavy industries; and it is there 


where we will see the first glimmer of 
a pickup. 

“This week we are jogging along 
But what is bottom? It 
is a ragged, jagged line that reflects 
ups one week and downs the next 


the bottom. 


pretty much as your spirits and your 
order book do at times. The bottom 
will probably last for several months, 
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with the upward trend making itself 
clear by September or October. But, 
before the real upturn comes, there 
will be many short upturns, some 
downturns, some more bottoms and 
some ‘hybrids’ in the overall indus- 
trial picture for the next six to nine 
months. 

“What has all this to do with sales- 
men? We have to sell, no matter what 
the business trend is or isn’t... . You 
have to sell yourself the same today 
as some of us did when drummers 
were pounding the sidewalks of the 
small and large towns. .. . A salesman 
can’t be anything but an optimist. It 
is a proven fact that a half-baked atti- 
tude toward your prospect, plus an ‘I 
can’t do it’ attitude, will give you at 
least a 50 per cent handicap right off 
the bat. To know what is wrong with 
the business picture today; to know 
the cold facts of the decline and to 
realize that it will take time for a re- 
covery, should not keep you from 
being optimistic about your ability, 
your product and your potential sales 
outlook. The more optimistic you are, 
the more you have hit your competi- 
tion with a weapon they may or may 
not have. 

“The well adjusted, intelligent, amia- 
ble and ‘tough - as - nails’ 
doesn’t know what giving up is. When 
he can’t sell, he serves. When he can’t 
serve one man, he digs up more pros- 
pects. When there is something wrong, 
he knows how to offer help.” 


+ * * 


salesman 


I. C. ROVIN, women’s shoe buyer at 
Gus Mayer Company in New Orleans, 
La., says: “Today, due to the fast 
changes in styles, silhouettes and lasts, 
it is important to try to achieve faster 
turn-over. This can be accomplished 
by more frequent buying and dis- 
posing of discontinued styles. It 
means, of course, lower inventories 
. . which makes it important to have 
as little duplication as possible in pat- 
terns. If every shoe is bought to fill a 
definite need in the operation, it will 
also mean lower markdowns. 
“And speaking of markdowns, it is 
most important, especially in high 
fashion operations, to get sufficient 
mark-up at the start.” 
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Profile.... 


by ESTELLE G. ANDERSON 





HATEVER the symbol is for the 38th anniversary, Louis Kirsch 

merits it. There are those who will say the first ten or twenty 

years are the most difficult. Others who insist that it is almost 
impossible to stay wedded to one—man, woman or line—for almost four 
decades; but Lou confounds all the skeptics. He started with Arch Preserver 
shoes back in 1920 and has remained true to them throughout the inter- 
vening years. 

Born and raised in Montville, Conn., Lou left the old farmstead when he 
graduated from high school and came on to New York City. He had no 
particular goal in mind. Just wanted to get started somewhere in this big, 
promising metropolis; and readily admits that it wasn’t easy—opening the 
door to opportunity. He had trials and tribulations (such minor incidents 
as being hungry and penniless) but, fortunately, they were few and he 
didn’t discourage easily. 

At any rate, in 1920 he got his first steady job in the shipping depart- 
ment at the Selby Arch Preserver Shop on Fifth Avenue. He wrapped 
packages, picked shoes up from the floor and put them back into the 
. made himself generally useful. Soon he started waiting on 
customers. He made up his mind that he was going to learn all there was 
and he did. He had a wonderful mentor and 
friend, in the person of S. J. Sangelier, who was manager of Selby’s at 
the time. It was he and Charles Henry Brown, inventor of the Arch Pre- 
server principle in shoes, who gave Lou a thorough education in foot 
anatomy, fitting, shoes and leather. 

He stayed at Selby’s until 1926. By that time he had saved, scrimped 
and managed to have enough capital to go into business for himself—at 
62 West 50th Street. Two years later, he sold the store to Charlie Markell; 
got married and went back to Selby’s Arch Preserver Shop . . . this time as 
manager and buyer. He spent the following nine years in that shop. 

Then he went to work for Tom Callahan, in the shoe department at 
B. Altman. Evidently, he wasn’t geared to department store operation . . . 

[CONTINUED ON PAGE 70] 
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and Heel 


Men’s shoe styling this fall places particular emphasis on 
unusual effects. Genuine moccasins in two eyelet and 
slip-on versions are favored basic shells. 
a new focal point of interest. Our Pattern Portrait boasts 
an ingenious fiddle shank and horseshoe heel. Hidden 


feature is the long counter which cups and supports the 


Soles prov ide 


arch contour, and continues up, under the back stay. The 
body of the shoe is soft leather. 


For further information write Boor aNp SHoe Recorder 








PROTECTIVE 
FOOTWEAR. 


Head -to-toe protection 
from rain provided by 
new Koroseal boots and The selling and merchandising picture for pro- 
omar tag eel 4 14 tective footwear is changing just as it is changing 
rich and Hood Rubber. in most other articles of apparel. There is no sea- 
son when some type of protective footwear is not 
needed and cannot be sold, if properly promoted. 
Recently, in a showroom of one of the big rubber 
companies, conversation turned to just this point 
and the company spokesman told of the successful 
promotion of just such footwear during a period 
of fair weather. A big department store, in this 
case, put a display in one of the main entrances 
of the store where no one could miss it. Result 
was good business—and extra business. 
With the many kinds of boots and overshoes 
being made today, the store has an opportunity to 
put on display types suitable to every month of 


Left, left to right: High 
heel satin finish plastic 
boot, a Rain Dears by 
Lucky; flat heel black 
plastic boot by Plastic 
Products. 


Left, reading clock- 
wise, starting top 
left: Light weight 
winter boot of com. 
bined nylon with 
woven Scotch plaid 
lining, by Bata; 
“Derba,” a new Lac- 
roLite plastic gaiter 
with heat sealed gus- 
set, by La Crosse; 
ivory white, side- 
fastened boot with 
protective contrasting 
black foxing and 
fastening, “Totes” by 
So-Lo Marx: new de- 
sign in a black plastic 
Raintones Gaytees on 
tapered toe last, by 
United States Rubber 
Co.; “Tyron Cascade” 
in vinyl plastic with 
fabric-like lining for 
extra warmth, by 
Tyer; “Solitairé’ on 
tapered toe last with 
slimming vamp treat- 
ment, a Koroseal boot 


by B. F. Goodrich. 














A Year ’round Business... 






Every season has its stormy weather—in 
most of the 48 states. And for every season 
there is a type of protective footwear for 
men, women and children. Why not make 
it your business to make this a year round 
business in your store? 












the year. It would be worth while for any store 
that sells shoes to go over the manufacturers’ lines 
with such a twelve-month selling season in mind. 
For light showers, there are very light boots in 
rubber, water-repellant fabrics and plastics. For 
heavier rains there are sturdy boots. And for 
snow and cold, there are lined or insulated types. 














by ELEANOR M. RUTTY 








Above, reading clockwise 
starting top left: Black vel- 
veteen boot, net-lined, with 
inner side slide fastener, a 
Red Ball by Ball Band; 
“Velveteen Neatfit” with 
simulated caracul cuff, side 
automatic fastener, by 
Beacon Falls; deep V throat, 
in water repellant fabric, a 
Red Ball by Ball Band; 
“Motor Boot” in black vel- 
veteen with black fur, fleece- 
lined, by Cambridge. 























Right, reading clockwise, 
starting top left: “Winter 
Queen,” black rubber, flat 
heel boot with deep pile 
lining and gray “fur” collar, 
by Hood; “Coldguard” gaiter 
with lining of cellular in- 
sulating material, wool pile 
trim, by Beacon Falls; “Cor- 
duroy Strap,” in pinwale 
corduroy with pile fleece 
lining, on rubber sole, 
a Keds by United States 
Rubber; “Nyon Alpinettes” 
in waterproofed nylon with 
gray “fur” collar by Bristol. 





















... and for All the Family 


Right promotion can sell more 
pairs to father and the children 
more months of the year. 


a 


Above, reading clock- 
wise, starting top left: 
Red plastic “Pulleze” 
insulated boot by 
Tyer; opaque plastic 
boot, with simulated 
fur collar by Peek-a- 
Boot; “Coaster,” 
child’s insulated boot 
by Hood; child's one- 
strap plastic boot by 
Cambridge; child's 
“Puddle Jumper” in 
red opaque plastic by 
United States Rub- 
ber; red plastic boot 
by Plasti Products. 





Right, reading clockwise, 
starting top left: “Warm- 
step,” child's pull-over 
rubber boot, a Red Ball 
by Ball Band; “Teacher's 
Pet,” in simulated leath- 
er upper, by Servus; 
“Zip-lt” boot in Safety 
Yellow, by La Crosse; 
“Snugtop” boot to wear 
over the shoes, by Bea- 
con Falls; childs boot 
in plaid fabric by Bristol. 


Center, Four styles for men, starting with high boot at 
top, “Liteguard Short,” a plastic short boot with cushion 
insole, by Beacon Falls. Left, higher throat line in 
Korosealover shoe by Hood. Right, extremely light 
man’s overshoe in pure gum upper, convenient travel 
case, both “Totes” by So-Lo Marx Rubber Co. Below, 
“The Country Squire,” new man’s 10” closure boot, all 
rubber, very light weight by Tingley. 





The system begins with a meeting of the Executive Planning Com- 


An Electronic 
Shoe Inventory 
System 


Control 


by 
RICHARD MAGNUS, 


Vice President, the 
Olen Company, Inc. 


mittee, where the buyer’s planned shoe commitments are reviewed. 


From left to right: Richard Magnus, vice president, merchandise 
control and planning; Herschel Harris, executive vice president; 
Morton Segal, shoe buyer; and Stanley Maer, vice president in 


charge of merchandising. 


Shoe orders are recorded by Fashion 
Unit Control, which makes up a 
Style Sheet for each style number. 


Dennison tickets based on the Style 
Sheet are punched and printed by 
the above warehouse operator. 


When a customer pays for her shoes, 
the cashier takes the Dennison ticket 


from the shoe box and spindles it 
next to the cash register. 


MORTON SEGAL, 
Shoe Buyer, the 
Olen Company, Inc. 


WORKABLE shoe inventory system is a 

major problem for shoe chains and 

junior department stores. More than 
four years ago, the Olen Company, Inc., which 
operates 120 junior department stores in the 
South and Southwest, installed IBM equipment 
in conjunction with a Dennison ticket machine. 
The early system was complex and sometimes 
ineffective, but eventually the “bugs” were 
worked out. It is now relatively foolproof. 

The present system works as follows: 

Before writing an order, the buyer and the 
merchandiser review the sales record of the 
previous comparable season; each style, classi- 
fication, price line and size range is carefully 
analyzed to determine its value. 

An overall buying plan covering size range, 
price line and classification is prepared and 
submitted to the Executive Planning Committee. 
Style determination is left exclusively to the 
buyer’s judgment. 

The buyer’s order is then cleared through the 
accounting section and fashion unit control 
where an individual style sheet is made up for 
each style number. 

Like other shoe chains, Olen uses seven-digit 
lot numbers for shoe classification. The first 
digit indicates class; the second and third are 
for color and materials; the fourth and fifth 
numbers are for style and the sixth and seventh 
are for the manufacturer’s numbers. Depart- 
ment number, size and price are also included 
on the Dennison ticket. All shoe personnel know 

[CONTINUED ON PAGE 70] 


Dennison tickets received from stores 
are converted into IBM cards. 


Copies of the tabulated run and the 
completed Style Sheets are sent to Mr. 
Segal’s office. With this information, 
purchase orders can be drawn. 


Another copy of the final report is 
sent to shoe distributors in the ware- 
house. They replenish styles sold. 


A copy of the final report is sent to 
Fashion Unit Control, where clerks 
post the information on Style Sheets. 


The IBM cards are run through the 
tabulator and the final weekly report 
is printed. 





The hand stitched welt provides unusual promotional 
opportunities. Left to right: Foot-Joy, Field and Flint 
Company; British Walker, E. E. Taylor Corporation; 
Comfo-Tred, Portage Shoe Manufacturing Company; 
Marca Scala, Fratelli Martini-Rossi, Inc.; Roblee, Brown 
Shoe Company. 


Men's Fali and Winter 


Fine and stimulating stitching patterns are features of fall moc 

fronts. Left to right: Edwin Clapp, Edwin Clapp & Sons, Inc.; 

two Rand by Friedman Shelby Division and Peters Shoe Company Men’s fashions for fall and winter. 

Division, International Shoe Company. Foreground, Walk-Over, = ‘ , 

George E. Keith Company. 1958, are an intermarriage of the 
Ivy and Continental styles and in- 
fluences. Slim, trim and subtle is the 
entire man’s outfit, from the top of 
his hat to the tip of his—square toe 

light weight, soft leather, flexible 
shoe. 

The national climate in which the 
1958 styles evolved was markedly 
changed from the climate which pro- 
duced the styles, trends and innova- 
tions of 1957 and preceding years. 
In early 1957 America continued to 
ride a wave of industrial expansion 
and consumption of goods unprece- 
dented in history. 

The “discovery” of research tech- 
niques—long known to psychologists 

[CONTINUED ON PAGE 68} 








by RICHARD C. EDSTROM 


Shoe Styles 


Above: The bold, masculine square 
toe is the chief style innovation of 
fall and winter, 1958. Left, top and 
bottom: Ascot and Esquire, Fortune 
Shoe Division, General Shoe Corpo- 
ration. Center to right: Freeman, 
Freeman Shoe Corporation; Edger- 
ton, Nunn-Bush Shoe Company; 
Nunn-Bush; Yorktown, Gardiner Shoe 
Company, Inc. 


Right, center: The stable wing tip 
will, as always, provide considerable 
volume. Left to right: Walk-Over; 
Florsheim, Florsheim Shoe Company ; 
Arch Preserver, E, T. Wright & Com- 
pany, Inc. Foreground: Edwin Clapp. 


Right: Smooth and grained surface 
treatments remain popular. Left to 
right: Fratelli Martini-Rossi; Amer- 
ican Gentleman, Craddock-Terry Shoe 
Corporation; Calumet, Leverenz Shoe 
Company; Winchell, Winchell Shoe 
Manufacturing Company. Foreground: 
Rand by Roberts, Johnson & Rand 
Division, International Shoe Com- 
pany. 





Chukka boots should realize more 
of their potential volume this 
year. Left to right: Wolverine, 
Wolverine Shoe and Tanning Cor- 


poration; Weyenberg, Weyenberg 
Shoe Manufacturing Company; 
Elevators, Stone-Tarlow Company, 
Inc.; Freeman; Desert Boot, 


Clarks of England, Inc. 


Custom hand sewn moc 
fronts have evolved for an 
increasingly discriminating 
market. Left to righi: Jar- 
man, Jarman Shoe Company 
Division, General Shoe Cor- 
poration; Jarman; Taylor- 
Made, E. E. Taylor Corpo- 
ration. Foreground: Tay- 


lor-Made. 


The popular casual is seen in some in- 
teresting new styles. Left to right: 
Puritan Casual, Lion Sandals, Inc.; W est- 
porter, Danvers Shoe Company, Inc.; 
Moc-Abouts, Nashua Footwear Corpora- 
tion. Foreground: Hush-Puppy, W olver- 
ine Shoe and Tanning Corporation. 





The versatile moc front is ex- 
hibited in a number of pat- 
terns. Left to right: Arch Pre- 
server; Florsheim; Cole-Haan, 
E. E. Taylor Corporation; 
Guide Step, Endicott-Johnson 
Corporation. 


Narrow and more subtly 


tapered lasts are reflected 


in neat fluid lines. Cotton 
stitching details have un- 
precedented importance 
and the square toe arrives 
as a formidable promo- 


tional feature. 


Above: Fine welting and stitching detail add new luster 
to the moc front. Left to right: Winthrop, Winthrop 
Shoe Company Division, International Shoe Company; 
Bob Smart, Craddock-Terry Shoe Corporation; York- 
town; Guide-Step; John E. Lucey, John E. Lucey Co. 


Left: Slipper styling accentuates comfort. Left to right: 
Stags, Danvers Shoe Company; Cherokee, L. B. Evans’ 
Son Company. Two by Ripon Knitting Works, Ivy 
Cable and, foreground, Fancy Cuffed Low Cut. 












And How 





Pattern man makes paper patterns for cutting dies. 
He is grading out a size and style series to fit a new 
shoe for which counters will be made. This work re- 
quires extreme precision. 


HE counter is a stiffener used in the backpart 

or quarter of the shoe. It serves two basic func- 

tions: it holds the shape and contributes im- 
portantly to the fit of the backpart of the shoe and it 
contributes to the stability and support of the heel of 
the foot in the shoe. 

Thus the counter plays an important role in fit, 
fashion and comfort. Nevertheless, as we'll soon see, 
the counter is one of the most abused parts of the 
shoe—abused both by the shoe fitter and the con- 
sumer. For this and other reasons, the quality and 
design of a counter bear strong influence on the 
general performance value of the shoe and the con- 
sumer’s satisfaction with it. 

There are two basic types of counter—flat and 
molded. The flat counter was the earliest form used. 
Today, however, only about five per cent of all shoes 
use flat counters. The molded or pre-molded counter 
is by far the dominant type used. Also, about 75 per 
cent of all shoes made today have counters (of which 
95 per cent are the molded type). Shoes that use no 
counters are usually such types as slingbacks, mules, 
some sandals, etc. But even the very soft and pliable 
backparts in most of our “all-soft” shoes have a mild, 
small stiffener of some kind. 


Photos courtesy Lowell Counter Co. and Proctor Counter Co. 


What's In A Shoe 












To Sell It 


by WILLIAM A. ROSSI, Field Editor 


Right—shoe’s backpart (lining, counter and upper 
material) before moulding. Left—the moulded back- 
part of the shoe conforming to the last. 


Flat counters today are used mostly on expensive, 
hand-lasted shoes. A flat counter is soft to begin with. 
It’s dampened or mulled, then inserted between the 
lining and upper leather—the counter pocket. It then 
stays on the last one to three days. As the moisture 
evaporates the counter material hardens, melded to the 
shape of the backpart of the last. 


Molded Counters 


The molded or pre-shaped counter was introduced 
more than a half century ago. The rapid rise of mass 
shoe production required a faster, easier way of insert- 
ing and fitting counters; otherwise a production bottle- 
neck would be set up. So the molded counter was 
invented and instantly became popular. 

The molded or pre-shaped counter starts out in flat 
form. It has been thoroughly mulled or moistened 
first. This flat material is then cut to shape and sizes 





* "i 
Pattern man confers with master moulder on fit of 
counter to last. Note that lasts have insole attached 
—important for accurate fitting of counter. 
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Counters 





The counter plays an important role in the fit and style of a shoe. But it is often 


abused by both shoe fitter and customer and its importance is seldom appreciated. 


by a machine—several counters cut at a time. Then 
comes the important skiving or scarfing operation. All 
counters have a feather edge—at the top line (beneath 
the ankles); at the front (beneath the heel at the heel 
breast); and the whole edge that fits around the heel 
under the heel seat. All three skivings are done at 
the same time by the machine. 

Thus the counter has several thicknesses, depending 
upon the location. This is an example of the precision 
that must go into modern counters to assure perfect 
fit and styling in this backpart of the shoe. The coun- 
ter has a certain thickness and solidity at the points 
of greatest stress (such as around the rim of the heel 
of the foot). but must taper off to a refined thinness 
so that the delicate topline of the shoe is enhanced, 
and also so that there is no pressure or “bunching” 
beneath the heel of the foot. 

The counters are then marked left and right so 
there'll be no error when they’re inserted in the shoe 
in the factory. The surface of the counter material 
is waxed tu resist heat and moisture, and thus assure 
retention of shape under the most rigorous wear 
conditions. 

Then comes the actual molding or shaping process. 
The shoe manufacturer submits a complete size run on 
a new style of shoe, including the last. This 
fairly complete shoe, except for the sole and heel. The 
counters are adapted to these lasts and the shoe style 
so that there’s accuracy in all details. 


is a 


Metal mould which shapes counter to identical con- 
tour of backpart of last under 20 tons of pressure. 
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Flat counter (before moulding operation) being in- 
serted into counter pocket between quarter lining 
and upper leather. 
Then metal molds are made—the identical shape of 
the backpart of the last. 
alone. Some counters are made short, others are longer 


But it’s more than shape 


(extending forward more beneath and at the sides of 
the heel—depending upon the style and pattern of the 
shoe.) These pre-fitting details are extremely impor- 
tant to the fit and style of the shoe, and to how the 

backpart of the shoe will hold up with wear. 
Once all the pre-fitting is done and the metal molds 
[CONTINUED ON PAGE 82] 


Automation at work. A “wheel” of six moulding ma- 
chines produces several thousand counters a day. 














HE purpose of a merchandise budget is to pro- 
| vide a guide to purchasing and the expenditures 
anticipated for each category or classification. 
It is a guide for watching purchasing and seeing at a 
glance whether stocks are adequate or short of re- 
quired estimates. It helps find out whether the trend 
is up, equal to, or less than last year’s results. It is a 
complete story of the movement of sales and stocks, of 
past history, of the activity of the present, and it is a 
guide to future possibilities. The fastest, most pro- 
ductive lines are easily seen and set apart. It should 
act as a preventive of excessive markdowns. It shows 
the open-to-buy. 


Periods to Cover 

The plan outlined in this article will be on a six 
months basis beginning August 1 and ending Janu- 
ary 31. To complete a year the figures for February 1 
to July 31 would follow, although some prefer to use 
a period of July 1 to December 31 and January 1 to 
June 30. 

The reason for beginning February 1 and August 1 
is that the logical clean-up months are the entire 
month of January and all of July. This dating leaves 
smaller ending stocks, and the results are cleaner start- 
ing inventories—closer to the actual opening of the 
new season. The six months’ totals accumulate to either 
break-off point chosen. 


How to Begin 

It should be noted here that the figures assembled 
for study can vary greatly and have not been taken 
from any particular store’s figures. Each store, private, 
partnership, or department must meet the requirements 
of its individual controllers. 

To start, last year’s hypothetical sales figures are 
posted from August 1 to and including January 31 
(line 3 on worksheet outlined in this article). This 
particular plan will compile figures in dollars, which 
most merchandisers prefer to use because its eliminates 
the necessity of converting pairs into dollar volume. 
However, some still prefer to use pairs or units when 
checking. 


Making the Worksheet 


A fall worksheet similiar to the one shown should 


How to Make a 


Part I 








be made, with the six months as mentioned, having 
August, September, October, November, December, 
January, Total, and Average heading the top columns. 
See outline of sample worksheet. 

Note that the lines on the plan are numbered for 
easy reference. Number 1 Avg. (average) per cent 
sales month to year abbreviated as shown. Line 2 will 
be the per cent as planned for the coming season (lines 
1 and 2 can be kept separate). Line 3 has been posted 
with last year’s sales month by month. Line 4 gives 
the planned sales for the coming season by month. 
Line 5 is to be left blank for revised sales in the event 
a change is necessary during the season’s progress. 
Line 6 actual sales as tabulated each month (totals 
should be inserted as soon as compiled). Line 7 is 
for last year’s stock-on-hand the beginning of each 
month. Line 8 is for the planned stocks the begin- 
ning of each month (B.0.M.). Line 9 will record the 
actual beginning of a month’s stocks accomplished 
through the receipts of purchases and resulting from 
outgoing sales. Line 10 is the purchases at retail. 
Line 11 is the same retail purchases as line 10 con- 
verted to cost. Line 12 is the on-order which is used 
to add to the current stock to find the total stock out- 
look. In addition to the suggested pattern of the fore- 
mentioned plan, it is also wise to list such important 
factors as turnover, markup, discounts, markdowns, 
and planned increase. Therefore, these are set 
down in columns below the plan as a guide for ob- 
servation and improvement. 


Start with These Figures 


Refer to the worksheet merchandise plan outlined. 
The last year’s sales shown on line 3 are: 


Aug. Sept. Oct. Nov. Dec. Jan. 
$6,805 $9,050 $8,700 $7,940 $9,090 $5,910 


This totals $49,495, which is the six months’ fall 
sales results of last year in all categories combined. 

In order to consider what to plan against these 
figures as a possible attainment for °58 fall, help may 
be found by making a comparison of the percentages 
of average retailers each month of the year. These 
figures can be obtained from regional newspaper 
studies. A percentage of month’s business to year vol- 
ume can be obtained from the same source. Another 
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shows at a glance whether stocks are adequate and what 


the trends are in sales. It prevents excessive markdowns 


and indicates your open-to-buy. 


Budget Plan 


A merchandising budget is a purchasing guide which 


by HARRY PIERCE 


Shoe Buyer, T. A. CHAPMAN CO., Milwaukee 
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FALL WORKSHEET MERCHANDISE PLAN ‘ 
SALES Aug. | Sept. | Oct. Nov. Dec. Jan. Total Avg. 
1. Avg. % mo. to yr. 7.0} 10.0 9.6 8.6 10.2 6.1 51.5 
2. Planned % mo. to yr. ta 9.7 9.1 8.1 10.5 6.1 51.0; 
3. Last yrs. actual 6805; 9050; 8700} 7940; 9090; 5910 49,495 | ' 
4. This yr. plan 7500} 9700} 9100} 8100/;10,500; 6100 51,000 | 
5. Revised sales | 
6. Actual sales this yr. 
STOCK 
7. Last yr. B.O.M. 41,585 | 40,690} 37,640 | 36,940 38,000} 36,910 | 
8. This yr. planned B.O.M.| 44,900} 43,500 | 39,800 | 38,700 | 39,600 | 37,100.| 243,600 | 40,600 
9. Actual stock B.O.M. | | 
PURCHASES 
10. At retail 6100; 6000; 8000} 9000; 8000 6100 | 43,200 | 
11. At cost | | | 
112. On order | | 
SS . WN SSAA WAS aanaannn en 
© Planned turn-over 6 months fall ........ 1.2% 
ee scusananngilons 4.0% 


Gross mark-on .... 


SN) NN ibis, Saas. sinks ceak 4.0% I 








source is the library where it is possible to find uni- 
versity studies of the same percentages on a nation- 


wide basis. 


Trade associations and other stores who 


use these figure will often exchange them. The use of 
these figure studies gives better certainty of preventing 
over-stocks and under-stocks. 

Now, consider the per cent that was arrived at 
through research: August, 7 per cent; September, 10 
per cent; October, 9.6 per cent; November, 8.6 per 
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cent; December, 10.2 per cent; January, 6.1 per cent. 





Total fall business according to the studies is 51.5 per 
cent of the year’s volume. For simplicity, 51 per cent 
will be used on this worksheet. This means that the 
balance of 49 per cent is spring business, 

Now, assume that the next twelve months’ business 
is projected to $100,000 volume (the fall of *58 and 
spring °59). Using this new estimate of $100,000, take 
51 per cent of it, arriving at $51,000 for the coming 
fall. This compares as an increase over last year’s 

[CONTINUED ON PAGE 74] 
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ls Now [he Time 


With keener competition for the consumer’s shoe dollar, tighter profit 
margins and rising building costs continuing in °58, design expert 
Bert Silver answers the above question with an emphatic “Yes!” and 
outlines his reasons why. We give you also a modernization check list. 









by BERTRAM S. SILVER, President 


S. S. Silver Interiors 


to modernize?” 

As I see it, the question is most justified. After all, 
just as we, as individuals, do not live in a vacuum. 
and are affected by everything our neighbor—either 






HENEVER the subject of store moderniza- 
tion comes up in a discussion with a retailer 
—hbe he a shoe store owner, the head of a 
chain of specialty shops or a major department store 














president—the comment he inevitably makes is “But 

I’m not sure | can afford to modernize this year.” 
My reply, based on the number of case histories 

I’ve seen, is just as inevitable: “Can you afford NOT 







in our home town, our country or in the world—does 
or says, so is each retailer affected by what his com- 
petitive “neighbors” do or say. Since the chances are 
that he is not the only shoe store in town, every shoe 











RATE YOUR STORE’S NEED FOR MODERNIZATION y 12-POINT CHECK-LIST 
Yes No 





1. Are you getting the greatest potential volume from your current space layout? 





2. Could space be found, through modern space distribution formulas, for a new 
style line or new size group to increase volume potential? 


3. Could your stock areas be made more accessible to the store’s current selling 
area, so as to cut down the selling time (and effort) lost through long walks to 
and from the stock areas by the sales clerks? 


















4. Is your customer service and display areas modern and attractive — in keeping 
with the style aspects of your shoes? 


5. Does your store front have eye-appeal, with clean-cut, bright lines that direct 
the potential customer to the store’s interior? \ 


6. Does your store have modern, portable wall and display units that can serve 
many functions and have the advantage of quick change-over depending on 
the season, special promotions, etc.? 


7. Does your store’s current traffic-flow naturally encourage tie-in sales through 
easy customer exposure to hosiery, handbags, rain footwear, active sport shoes, 
etc.? 


Are your furnishings and fixtures bright and fresh-looking rather than shopworn 
and scarred? 









































Do your interior colors have variety and contrast that harmonize with the shoes 
displayed? 


10. Does your store have ample quantity and proper quality of light to achieve the 
most flattering effect on the shoes? 


11. Is your store air-conditioned to the most comfortable temperature level all-year 
round? 


Do you have adequate and well-appointed rest rooms, in keeping with the 
general atmosphere of the over-all store? 
























12. 














Better than par. TOTAL 


Score: Yes 10 






7- 9 Should plan long-range program with designer now. \ 
4- 7 Modernization program this year a must. 
0- 4 “Tomorrow” is here — action urgent. 








x 
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retailer must always be on the alert to keep one step 
ahead of his competition. How can he do this? 

Well. first of all, he must concede to himself (if not 
publicly) that his competitors are actually pretty smart 
guys and that they are as conscious of the profit 
margin squeeze and the competition for the customer’s 
dollar as he is. They are not standing still and there- 
fore, in this battle (in many cases I know around the 
country, it’s actually a battle for survival) he must 
explore every avenue that’s going to keep him one 
step ahead of the pack. 

Certainly, he must constantly be on the lookout to 
get the most advantageous style lines to appeal not 
only to the clientele he has built up over the years 
but to the greatest number of potential customers in 
his particular area. 

But, as the most successful shoe retailers will tell 
you, merchandise alone won’t guarantee success. Com- 
petitive pricing. customer services and merchandise 
presentation are also vital factors in a successful oper- 
ation. 

Let’s take a closer look at one of these vital factors 
in the shoe store field — merchandise presentation. 
Actually, the merchandise presentation factor is not 
unique to the shoe field. When I mentioned the im- 
portance of merchandise presentation to a lingerie 
retailer once, his reply was, “Oh, you mean window 
display.” Certainly, I mean window display—and 
interior display, the walls, the fixtures, the lighting, 
the seats the customer sits on, the covered and uncov- 
ered stock. Actually, merchandise presentation covers 
every aspect that affects the amosphere in which your 
store’s merchandise is seen by the customer. 

You may never have looked at it this way, but your 
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store is a stage and the shoes, inanimate actors. Your 
store is the stage set; it should dramatize the shoes 
and set the scene for their entrance into the customer’s 
view. The store should condition the customer for the 
shoe you are going to show her for her approval. The 
stage set can range anywhere from a Delman salon, 
which immediately indicates fashion, quality (with 
compzrable price) and prestige; to possibly a chain 
operation which indicates mass production quality and 
modest price; to a department store basement, which 
stresses price alone. 

The important point is that your store must be the 
appropriate set for the price and style range of your 
merchandise. 

This is not to say that the basement operation is 
not as profitable as a salon, or vice versa. It would, 
though, be a difficult feat for a shoe retailer to get the 
mark-up inherent in a Delman shoe, if it were pre- 
sented to the customer in a basement-type setting. 
This, of course, is discussing the point in its extremes 
but, from what I’ve observed in my travels around 
the country, much more consideration could be given 
the relationship of the merchandise to the store decor. 
so as to produce a more effective “marriage” between 
This would enable the retailer to get the 
most profit from the range of the shoe business he has 


the two. 


selected for himself. 

If the retailer has selected the “volume” market, he 
should clearly state this fact in every phase of his 
store’s decor. This will undoubtedly prompt many a 
customer who may have been passing his store by. 
because he or she felt the store was “too expensive,” 
to come in the next time it’s shoe-buying time. 

[CONTINUED ON PAGE 88! 
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THREE STEPS 
THAT LED TO “FIRST CHOICE” 


5. Sencna JUNIORS... nationally famous... voted FIRST CHOICE 
by Mothers and Children from Coast-to-Coast .. . slated 
to win you repeat customers in your store, year ‘round. 
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E AMERICAN JUNIORS SHOE COMPANY, INC. 
Suniors ONE ISLAND STREET, LAWRENCE, MASS 
DIVISION CONSOLIDATED NATIONAL SHOE CORP. NEW YORK SALES OFFICE: MARBRIDGE BUILDING 
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Enthusiasm Prevails 
On St. Louis Scene 


CONSUMER enthusiasm for 
shoes which retailers looked for in 
vain before Easter finally mate- 
rialized early this month. Suddenly 
the atmosphere at shoe stores 
changed from apathy to a pleasant 
effervescence. Helping factors in- 
cluded warmer weather, Downtown 
Day sales, a rise in employment and 
local “Buy Now, Buy Now” cam- 
paigns. 

At present, the big thing in all 
stores and departments is play 
shoes, principally rubber soled can- 
vas pairs. All colors and types are 
moving in volume in all categories. 
Little boys are favoring hi-tops over 
the low oxfords, which will in most 
cases be the second purchase. Sub- 
urban matrons are now swinging 
down the A&P aisles in bright, 
bright colors to match sports attire. 

Scruggs Vandervoort Barney 
held a “Scruggs-Keds Spring Party” 
to open the playshoes selling sea- 
son, with almost 600 kids and their 
parents watching an hour long 
show of entertainment featuring 
Texas Bruce, St. Louis TV person- 
ality and Kedso, the Keds clown. 

A review of what’s selling shows 
that boys and young men are buying 
dirty bucks with red rubber soles. 
Only a few all-whites are moving 
for this age group. Little girls party 
types are currently at a standstill, 
with emphasis switched to play- 
shoes. Teen-aged girls are buying 
tapered toe black patent skimmers, 
many with black and white straw 
decorations. Straw as a material is 
more popular this year than last, 
dealers say. It is being bought not 
only in wedges, flats and skimmers, 
but also straw dress pairs in black 
and natural are proving to be good 
sellers. These mid-heeled straw 
pumps carry straw bow or ceramic 
decoration on the vamp. 

The thong’s the thing! St. Louis 
women are trying and _ buying 
thongs three ways; flats, on mid- 
high wedges, or on shaped mid- 
heels. Thong sales in white kid and 
white straws are reported good, 
along with black patent. 

For matrons, best selling pattern 
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continues to be an open toe two or 
three eyelet oxford on walking heel. 
Favored material is nylon lace in 
combination with calf. Favored col- 
ors are navy and flax, with whites 
slow to date. 

In women’s dress pairs, pumps of 
flower garden prints are selling in 
closed pumps and in open back T- 
straps. In all-white shoes, women 
are making their early purchases 
in white calf with gold touches in 
the vamp, and in white peekaboo 
linen with kidskin mid-heel and 
vamp bow. In closed spectators, 
combinations of black patent with 
white are currently outselling red, 
white and blue pumps. 

Men’s business has been good in 
St. Louis, starting with mid-April. 
Smoked elk casuals on cushion 
crepe soles, lightweight moc front 
biack calf loafers, and heavyweight 
smoked elk loafers with elastic 
gored instep are top casual sellers. 
Canvas oxfords, standard four eye- 
let patterns in brown or navy, are 
moving unusually well for so early 
in the patio season, dealers say. 


* * * 


Good Weather Brightens 
New York Outlook 


SHOE retailing in New York 
picked up considerably these past 
few weeks. It would seem that all 
that was needed was some good, 
seasonable weather — especially on 





It’s “the bee’s knees” )0 
with the chemise 
and only 16.95 


Guild House rev in siees | 
The zesty slang of the 1920's is resur- 
rected in this ad to promote a Johanson 
T-strap. Guild House, Boston (5 cols). 


Saturdays—to improve the whole 
tenor of selling. In general, mer- 
chants reported that business was 
satisfactory. Traffic in stores had 
increased and customers’ were 
actually buying. 

As to what they were buying in 
women’s shoes: Leathers—patent, 
polished calfskin and kidskin in 
black, navy, red, benedictine. Fabrics 
—silks, cottons in vivid floral pat- 
terns and colors; bold stripes against 
a white or dark background. Also 
straw cloth in rich tones. 

There has been a good deal of 
interest in the closed toe, open back 
patterns. However, the ratio is still 
about 60 per cent closed toe to 40 
per cent the other. 

Interest and response to the soft 
construction puraps has been good. 
Ties and sneaker types are proving 
very popular too. Whites are begin- 
ning to sell—in all over or trimmed 
with emphasis on spectator types of 
white with black, navy, red, 
benedictine. 

Merchants expect this improve- 
ment in business to continue. How- 
ever, they know that the “easy 
selling” period is finished. As one 
merchant summed it up: “We will 
have to offer customers a little more 
than they have been getting in the 
way of service and special promo- 
tions.” Speaking of promotions, one 
that proved quite successful was 
“made to order” shoes, offered at 
regular prices. 

Retailers of children’s shoes re- 
port that their business picked up 
noticeably. They were more en- 
couraged and enthusiastic about the 
prospects than they have been for 
the past several weeks. 

In men’s shoes, too, there has 
been acceleration. Traffic is better 
and customer response good. 

* * a 


Sun Pulls Crowds to 
Chicago Shoe Stores 


SUNNY weather gave a much 
needed boost to the retail shoe busi- 
uess in the Chicago area. Tempera- 
tures in the 80’s spurred sales of all 
types of shoes and brought crowds 
to downtown stores, as well as 
neighborhood and suburban shop- 
ping centers. 

Business continues spotty. How- 
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ever, stores have passed the Easter 
date of a year ago, and sales have 
remained equal to or only slightly 
below the figure of 1957. There has 
been more aggressive promotion, 
some price cuts, and advertising 
lineage has been stepped up. Re- 
tailers who have shown they are 
promotion minded have maintained 
good sales levels. 

This is always a good area for 
year-round sales of dark shoes, par- 
ticularly Navy. So, some spring 
styles are still selling well. How- 
ever, there is a swing from the 
closed pump to open toe pumps, 
slings, latticed T’s, and instep 
straps. The mid-heel has been get- 
ting considerable attention in ad- 
vertising, displays, and other pro- 
motions. It is an important factor 
in the local style market. Several 
shops and departments have mid- 
heel departments, and these are the 
brightest spots in the style picture. 

Although dark colors still pre- 
dominate, brighter colors have come 
up fast. Many retailers found 
themselves low on red shoes after 
Easter, bone, the tans, and other 
light neutral tones are selling ac- 
tively. This is expected to be an 
unusually good season for colors— 
particularly pastels. 

Mail-order houses, always get an 
earlier reaction than _ over-the- 
counter retail stores. Good activity 
on pink and blue sandals comes 
from these sources, with orange a 
surprise color. Red has had an un- 
usually long post-Easter run. Spec- 
tators have been disappointing. 

At local over-the-counter sources 
moderate and lower priced straws 
have been active. There has been 
good acceptance of prints and 
stripes in fabrics. Matching bag 
combinations have helped boost 


sales in these categories. 
* 7 * 


Denver Shoe Retailing 
Ahead of °57 Totals 


SHOE retail volume in the Den- 
ver area continues to hold even to 
ahead of 1957 figures in men’s, wo- 
men’s and children’s lines. Except 
for a few days of cold, wet weather, 
temperatures have been springlike 
and white shoes are moving in vol- 
ume earlier than a year ago. 
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Retail shoe figures follow the 
Tenth Federal Reserve District de- 
partment store sales _ statistics, 
which again through mid-April 
showed Colorado up five per cent 
over the same period the preceding 
year. Retailers are optimistic over 
late spring and summer prospects, 
particularly in Southeastern Colo- 
rado where many steel workers are 
being recalled. 

Men’s shoe retailers reported 
“tremendous interest” in the new 
lightweight, narrow last shoes, par- 
ticularly in the $16.95 to $21.95 
range. Stitch and turn oxfords have 
been selling well, with black still 
No. 1 color. One men’s shoe store 
said that brown has been selling 
equally with black, with emphasis 
on hidden seams and cement soles. 
In casuals, men are buying not only 
the standard loafers but Italian 
types, loafers without the penny 
slots but with high tongue fronts. 

“Women’s casual business is off 
generally, with no signs of perking 
up,” said a leading retailer. “But 
women’s dressy business is way up 
because women are buying the teen- 
age shoes—fiats, T-straps and skim- 
mers—instead of casuals as such. 
They have switched from wedges to 
outside heels, both flats and 14/8’s. 
In dress shoes, black patent was 
tops through mid-April, but interest 
then changed to floral prints and 
whites. Red has fallen off rapidly 
since early April.” 

One store has had to re-order a 








special interest to Shoe- Buyers 





a timely story of 


CONFIDENCE 


in shoe business, people and baseball 


Vopue Shoe Company started 














Confidence in continued growth is the 
theme of this Vogue Shoe Company ad 
placed in the sports pages. 





peek-a-boo pump in white linen with 
medium and thimble heels, retailing 


at $12.95. Straws were gaining 
strength. While some barebacks 
and open sandals were selling mod- 
erately; most women were still 
choosing closed pumps in white 
leather and fabric. T-straps and 
bone or light beige tones were gain- 
ing in high quality salons. From 
small-priced to high-priced lines, 
the pointed toe has been accepted 
generally. 

Canvas footwear volume sales 
soared in late April, earlier than is 
usual for children. Girls’ dress 
shoe sales were led by swivel strap 
patents, but white has gained an 
early lead. Several retailers said 
that girls’ white sales have been 
better than expected and reorders 
already were made in mid-April. 
Boys’ interest has been in “dirty” 
buck oxfords with rubber soles and 
in black dress oxfords. Regular 
saddles for misses’ and growing 
boys have been outselling ivy sad- 
dles. In infants’ wear (5% to 8) 
leaders have been brown and white 
saddles with leather sole, black 
patent convertible strap pumps and 
white high tops in the $5.95 to $7.95 
range. 


* * * 


Sunshine Fills Cash 
Registers in San Francisco 


AFTER weeks of rainy weather 
that held shoe sales at a low level 
the spring sunshine finally broke 
through and spilled over into the 
cash registers with an encouraging 
upswing in sales figures. The buy- 
ing mood brought a feeling of opti- 
mism to retailers. Employment is 
starting to pick up and more money 
is being put into circulation. 

Most of San Francisco’s major 
downtown stores have adopted a 
new policy of staying open until 
nine o’clock for two nights a week. 
For some time they have been open 
on Monday nights. Now they are 
also staying open on Thursday 
nights. On these two days store 
hours are from 9:30 a.m. to 9 p.m. 

In keeping with the spring styles 
the shoe merchants have been play- 
ing up the mid-heels with such 
phrases as “lower heels to balance 
the leggier look of fashion.” Cus- 


tomers seem happy to come down 
to the more comfortable medium- 
[CONTINUED ON PAGE 88] 
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SNOW BOOT 
(Turned Down Collar) 
Pattern 45—09 
Sizes 4—10 


BELCAMP, MARYLAND 
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TEACHER’S PET 






NORTHWOOD 
See the new rubber line. 
You'll like the TEACHERS 
PET. Here is a boot that 
is building top sales 
volume. The NORTH- 
WOOD, with thick argo pile 
lining is tops in the heavy 
duty line. The LITE 


LITE 4-BUCKLE 4-BUCKLE in men’s, boys’ 


a nd and youths’ sizes is popularly 


priced for large city sales. 
ti 































Take a look at these two new 
plastics — women’s styles 
are also available. You can 
see both the complete 
plastic and rubber line. 








Just call or write for 
a call from your 
Servus salesman. 







Growing Girls 
Teens - Tots 




















Available in Scarlet, Tots 
Black, Brown or White Available in White 
or Scarlet 





TRANSPARENT PLASTICS COMPANY 
RUBBER co. ae 
Springfield, Mass. 


ROCK ISLAND, ILLINOIS DIVISION OF 
NEW YORK OFFICE and WAREHOUSE 330 Broadway, New York 7,N Y THE SERVUS RUBBER CO. 
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Manutacturing - Markets 





St. Louis 


Worp comes from a generous proportion of St. Louis 
shoe manufacturers that prices will be relatively unchanged 
for fall. Both International Shoe Company and Brown 
Shoe Company have gone on record to this effect. 

In the case of Brown, however, the company spokesman 
pointed out that added emphasis will be given to the lower 
end of the price brackets, with more strength concentrated 
there than was the policy during spring selling. One Brown 
women’s division has added a dress flat and sport flat line 
to retail at about $2 less than its regular casual standbys. 

From several sources comes word also that middle and 
lower ends of the price brackets will be pushed for fall 
selling. In all cases quality will not be sacrificed, nor will 
styling. Grading down, it is felt, invariably loses customers 
for a brand, and brand name dependability is too precious 
a commodity to be bandied about lightly. 

Producers are currently happy over the improved pace 
of retail selling. Conditions have apparently picked up all 
around the country. Although the spring season ran in 
general about five per cent lower than the corresponding 
1957 period, manufacturers’ spokesmen feel that the bot- 
tom of the decline has been reached, and perhaps passed. 
Prospects for fall are considered good from all sources. 

However, the style director for a major producer points 
out that the coming fall will be characterized by close-to- 
the-belt buys, especially for small town retailers. This 
director feels that at present it is particularly vital for 
retailers to buy collectively within the scope of their sell- 
ing picture, with no room for venturing into extreme and 
citified patterns for rural consumers. With these consum- 
ers looking for long, long wear for every shoe dollar 
spent, retailers must gear their buying in every category 
accordingly. 

President of one specialty house reports that in women’s 
and teen’s sport pairs there may be a considerable swing 
back to the popularity of weit constructions, since oxfords 
ef the welt type traditionally are backed by an aura of 
longer wear. 

According to a local supplier, more and more of the 
fashion houses locally are adding foam cushioning insoles 
to high fashion footwear, on the theory that style-packed 
pairs can be comfort-packed also. 

Sales representatives have taken their fall presentations 
out on the road now that the St. Louis Shoe Show has 
passed. The week just prior to the show found all shoe 
travelers gathered here in the city behind closed company 
doors, meeting to study the new fall patterns and promo- 
tions. 


New England 


New England manufacturers reported happily this month 
that orders in good volume were beginning to come in. 
Some factories which had been operating on a curtailed 
week found these orders sufficiently large in the aggregate 
to justify full-time operations. Others, which had hesi- 
tated even to make basic styles for their in-stock depart- 
ments, stepped up their operations in expectation of rush 
orders expected to materialize later in the season. 
Reorders on white shoes have been common, it was said. 
More encouraging, however, was the fact that a number 
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of chains which had been holding off, placed first orders 
for fall footwear. That this would happen some time late 
in April was predicted some time ago, but shoe men, with 
reason dulled by recession fright, paid little attention to 
it at the time. 

To date, chief beneficiaries of this boomlet have been 
companies making shoes to sell in the volume price 
brackets. Medium and high grades are being bought more 
sparingly—a condition which could change overnight and, 
according to some manufacturers, probably will. They 
feel that retail inventories have by now reached such a 
low point that buying cannot be postponed much longer. 

Consideration of these and other factors have convinced 
Maxwell Field, executive vice-president of the New 
England Shoe and Leather Association, that 1958 produc- 
tion will be very slightly below that of last year. In 1957, 
New England produced about 195,000,000 pairs. In 1958, 
he believes, the total will be about 192,000,000, a drop of 
less than two per cent. 


Los Angeles 


Most manufacturers in Los Angeles seem to be optimistic, 
but most of them are revising their predictions about the 
imminence of an upturn in business. They have set their 
sights on a further target and express the opinion that an 
upward spiral will begin in late summer. In the over-all 
picture, it would appear production is somewhere between 
10 and 15 per cent off last year’s pace, with the former 
figure more commonly quoted than the latter. 

There has also been some self-searching going on. The 
more aggressive makers feel that there is plenty of business 
to be done but it will have to be hustled for. Promotion, 
advertising, and creative selling are three factors now un- 
dergoing re-examination. Others are turning their thoughts 
toward more efficient production and a corresponding in- 
crease in margin on the business they have. The “wait 
and see” attitude of a few months ago is being replaced 
by a “let’s improve ourselves” attitude that could be an 
important trend. 

All out effort is being aimed at the Fall Market week 
showings. Many seem to feel that this will be the really 
important chance to talk directly to the retailer and find 
out how he views the future. 


Chicago 


FALL buying trends are gradually taking shape. Reaction 
to néw lines was established at the major shows and is still 
coming in from the various regional shows scheduled for 
the rest of this month. A few volume orders have been 
placed. These were chiefly for transition shoes for July 
style promotions and for back-to-school selling which starts 
in August. 

Style trends begin to form. Tapered toes continue to 
take over almost completely. Mail order houses, which are 
usually the last to accept radical style changes, are buying 
only a small percentage of conventional toes. Tapered 
toes are well over 80 per cent of some lines. Needle toes 
have been accepted to an extent which may reach 15 per 
cent of the total and exceed the amount accorded conven- 
tional lasts. Mid-heel heights for fashion shoes have gained 

[CONTINUED ON PAGE 81] 
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Men’s Fall and 


Winter Shoe Styles 
[CONTINUED FROM PAGE 52] 


but new to industry—at first blush 
promised a golden key to assure 
maximum product penetration. 
Long aware of the temporary na- 
ture of previous booms, interested 
men sought means to stimulate con- 
sumption, and thus prolong the 
boom indefinitely. 

However, this state-of-affairs had 
changed considerably by the fall 
and winter months of 1957 when 
the fall fashion plans for 1958 were 
generated. The boom was slipping. 
Spending was off and unemploy- 
ment was rising. The automobile 
industry—perhaps the most active 
practitioner of styling and market 
research in U. §S. business—was 
faced with a full-scale buyer re- 
bellion. 

In fact, little seemed to go right 
domestically or internationally 
after that October day when the 
astonished U. S. public learned that 
the first earth satellite had been 
orbited—by the Soviets. 


Wait and See 


The sum of all this is a national 
mood of “wait and see,” which is 
faithfully reflected in the fall fash- 
ions. With few exceptions, the en- 
tire men’s fashion industry ap- 
proaches fall, 1958, with temperate 
modifications on the status quo. 

In clothing Ivy League and Ital- 
ian styling amplify the _ long, 
straight, hanging line. A trifle more 
padding is added in some types for 
those who don’t care for the natural 
look. Colors remain dark but inter- 
est has been increased by a more 
wide-spread use of fancy weaves, 
jacquards and blends of worsteds 
and silks. Both brown and blue are 
to increase in importance. Manu- 
facturers expect to sell about 85 
per cent of fall suits in three- 
button models. 

Shirts retain stand-up collar that 
complements the Ivy Styling, while 
knitwear will continue to exhibit 
Continental influence through the 
bulky, rugged look. The trend 
toward use of raincoats as utility 
coats is amplified by dark and iri- 
descent fabrics and _ decorative 
stitching. 

In view of continued Ivy-Italian 
strength men’s shoes are predict- 
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ably following the yardstick used 
by John W. Hatton, chief men’s and 
boys’ stylist of the International 
Shoe Company: “If trousers are 
small at the cuff the shoe will be 
refined in detailing, narrow in lasts, 
closer in edge extensions, and in 
general presenting the foot in a 
most flattering way.” 


1958 Yardstick 


Hatton’s yardstick applies per- 
fectly to the 1958 men’s styles. The 
Continental—and more specifically 
the Italian—influence is so incor- 
porated with American shoe build- 
ing concepts as to become a staple 
of the American shoe industry. This 
is borne out by the overwhelming 
promotion of the hand-sewn moc- 
casin, square toe, and smooth and 
grained contrasting surfaces. The 
slim, trim look is the dominant 
theme. And lightness, airyness, 
flexibility, and comfort are the 
watchwords. These qualities are 
present in traditional types such as 
wing tips, straight tips, moccasin 
fronts and plain toes, as well as in 
more promotional shoes featuring 
guantones or Pizza stitch, and the 
square toe. In 1958 the “foreign” 
influence is not only accepted, it is 
a member of the family. 

Never has the affinity between 
the styling of apparel and shoes 
been so close. The easy-going, trim 
lines so strong in clothing are re- 
flected precisely in the neat, fluid 
lines of men’s shoes. It starts with 
lasts, narrow, more subtly tapered 
with squared off effects at toe, is 
emphasized in generally more re- 
fined patterns and climaxes in an 
unprecedented importance of un- 
usual custom stitching details. 

Stitching includes the _ broad 
stitch, the baseball stitch, and the 
riviera stitch. These treatments— 
employed as custom details in the 
uppers of cement construction 
shoes—produce intriguing patterns. 
More cement construction is seen. 
Again quoting Mr. Hatton, “Cement 
constructions seem to be the ideal 
answer in several ways ... they 
create a picture of lightness and 
airyness. They are extremely flexi- 
ble and comfortable, yet fragile in 
appearance.” 

Fewer eyelets —three to four— 
accompany the growing preponder- 
ance of blucher types at the ex- 
pense of the bal, although U-throat 








closures will be seen. The desert, 
or chukka, boot which failed to sell 
in 1957 continues to receive promo- 
tional attention. Signs point to a 
growing acceptance. 

The greatest opportunity for 
fashion change is provided by the 
casual—with the dress casual seen 
as an expanding field. Stitch and 
turns, flat seam moccasins and 
plain toes are to produce the vol- 
ume. In casual ties the three eyelet 
stitch-and-turn mudguard and three 
eyelet plain toe are boosted, mostly 
in soft soles and sueded uppers. 

Slip-on types are no longer sea- 
sonal, nor confined to leisure in- 
terpretations. They are 12-month 
shoes. In leisure types for fall, slip- 
ons will be stronger with greater 
attention to details such as straps 
and buckles. The center-strap ver- 
sion of strap treatment is expected 
to sell well, with the drape or cross 
bow continuing strong. 


Dominant Black 


Black still dominates the colors. 
Shoe men—anticipating lower per 
capita sales should this trend con- 
tinue—are seeking to gradually re- 
introduce brown. Plans are to pro- 
mote some dark browns—with little 
or no red tonality—and some black 
and brown combinations. 

Perhaps the most significant fea- 
ture of this gradual evolution is 
that it has produced obsolescence 
without the engineering and styling 
fanfare and _ spectaculars’ with 
which other industries have dazzled 
the consumer. The Italian influence 
has applied the hypodermic quietly, 
but effectively, to men’s shoes with- 
out the hangover which often fol- 
lows such stimulated promotions. 





Hofheimer Chain Gets Plaque 


NORFOLK, VA.—Officials of the 
Green Shoe Manufacturing Com- 
pany of Boston, which recently pro- 
duced its 50 millionth pair of Stride 
Rite shoes, have presented a plaque 
marking the milestone to the Hof- 
heimer shoe store chain. 

Hofheimer’s, Inc., which operates 
18 stores in Virginia and North 
Carolina, has sold Stride Rites since 
they were introduced in 1930. Last 
year the chain was the second larg- 
est seller of that brand in the coun- 
try. David S. Hirschler, president, 
accepted the plaque. 
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BLue 


BLUE Kid...BLUE Vodelle Suede... BLUE Mirage 
...BLUE Colt... BLUE Sterling Patent... BLUE 
Maracain... BLUE Caravan... BLUE Polka... BLUE 
Kid Lining... BLUE Calf... BLUE Tripoli... BLUE 


Stardust 


BRAVO BLUE (blue is fashion) 
] 
COSTUME BLUE (blue is true) 


FLIGHT and ADMIRAL (blue is basic) 


NEW CASTLE DIVISION MCNEELY DIVISION 


STANDARD DIVISION 


STERLING DIVISION 












Profile: Louis Kirsch 
[CONTINUED FROM PAGE 46] 


or perhaps it was a yen to go back 
into business for himself... . What- 
ever the spur, it accomplished the 
aim. In 1939, he left Altman’s and 
went back into business for himself 

.. selling Wright’s Arch Preserver 
Shoes. He opened the first exclu- 
sive Wright Shoe Shop in the 
United states ... carrying the com- 
plete line . . . and he has handled 
nothing but Wright Arch Preserver 
Shoes ever since. 

His perseverance, fidelity and 
business acumen have added up to 
the right success formula, for he 
opened his second shop in October, 
1941, at 39 West 48th Street ... the 
third shop in 1949 at Madison Ave- 
nue and 44th Street and the fourth 
in June, 1956, at 19 Cortlandt 
Street. 

Lou Kirsch is optimistic. He has 
faith in the Wright Arch Preserver 
Shoes ... (is the largest retailer of 
these shoes in the country) ... in 
his men and in the future. All three 
have justified that faith, for despite 
the present general slow down or 
recession, his stores show an in- 
crease ever last year... more shoes 
sold and more dollars taken in than 
in the same period last year. Lou 
does all the buying, planning, ad- 
vertising and promotion for his 
shops. In the Madison Avenue store 
they ordinarily carry about $70,000 
. . . 6,500 pairs of shoes on hand, 
including summer shoes. . . . About 
half this amount in the other stores. 

He briefed us on his approach: 
“As far as shoes are concerned, I 
think the people who buy our types 
of shoes are not affected by the re- 
cession. Consumers have learned 
the advantages of our lasts, fitting 
and service and we have found that 
once we take care of a customer 
and fit him properly with E. T. 
Wright shoes, he will always come 
back. We have the highest rate of 
repeats any shop could hope to 
have. 

“T specify and detail many of the 
shoes to fit our customers’ particu- 
lar needs; and we carry a wide di- 
versity of styles from hand lasted 
shoes at $37.50 to hand made alli- 
gator shoes up to $100.00 per pair. 

“We are always on the lookout 
for new ideas that we can adapt 
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into our shoes ... for example, our 
golf shoes— designed exclusively 
for our shops. These have flexibil- 
ity, lightness and special features 
. . . the new steel plate construc- 
tion. We have had them in our 
stores for the past month or two 
and have had very good response. 

“Stylewise, the New York market 
is entirely different from the rest 
of the country. New York will go 
for styles before the Middle West 
and West will even think about 
them. We anticipated the swing to 
black two years ago and were ready 
for our customers when they came 
looking for the color, at the begin- 
ning of its popularity. 

“We have a complete and compre- 
hensive stock of summer shoes on 
hand and look forward to good busi- 
ness. We think brown and white, 
black and white, moccasin types, 
and ventilated shoes will be big. 
Woven shoes in black and brown 
will probably not be as important 
as formerly but will still be good. 
We have encountered very little 
price resistance. Occasionally, old 
timers who used to buy shoes at 
lower prices, years ago, will com- 
plain about price but the newer 
customers—those since 1936—never 
quibble.” 

Lou has organized his program 
well and although he works hard 
and keeps busy, he manages to find 
time during some week-ends and 
short vacations to indulge in his 
favorite sport. He is a fresh water 
fisherman and his three favorite 
places are the west coast of Florida, 
Peconic Bay and the Berkshires... 
in fact, any fresh water stream, 
pond or lake satisfies the Izaak 
Walton in him. Mrs. Kirsch has 
acquired some of the piscatorial 
enthusiasm—either by osmosis or 
at least as a sure way to share 
Lou’s enjoyment and pleasures. 





Electronic Shoe 
Inventory Control 

[CONTINUED FROM PAGE 51] 
these lot numbers. This produces a 
high degree of efficiency since the 
run of stock is in consecutive order 
and the employees know exactly 
what is on hand at all times. 

From fashion unit control, cop- 
ies of the coded orders go to the 
warehouse for Dennison ticket 
preparation. When merchandise, 


which is an initial distribution of a 
new style, arrives, a ticket is placed 
in each shoe box and shipped to the 
stores. Remaining stock, if any, is 
also ticketed in the same way and 
placed in the bin storage area in 
proper numerical sequence. 

In the stores, the Dennison ticket 
is removed from the shoe box each 
time a sale is made. The tickets are 
accumulated and mailed in a pre- 
addressed envelope at pre-specified 
times directly to the IBM room of 
the Olen Company. If a Dennison 
ticket is missing, which is some- 
times the case, an employe prepares 
a form provided for that purpose. 
The information on the forms, 
mailed periodically, is manually 
key-punched in the IBM room. 

The IBM punch cards are then 
sorted and tabulated. The first run 
tabulation gives the following in- 
formation: 

1. Sales by size, style, size range 
and store. 

2. Sales by style—chain totals. 

This report is prepared in dupli- 
cate—one copy for the warehouse 
shoe distributors, and the other to 
fashion unit control. 

Prior to receiving the weekly 
sales report, the warehouse shoe 
distributors realign the shoe bin 
storage area. All shoes are ar- 
ranged in numerical order, which 
exactly duplicates the sequence ap- 
pearing on the tabulated run. It is 
then a simple matter to select the 
proper sizes and colors in each 
style to replace the sales of the 
previous week. Merchandise not on 
hand is back ordered. Besides fill- 
ing the shoe runs, distributors are 
trained to anticipate store require- 
ments, which depend on store size, 
sales, condition of back-up stock 
and time of season. This function 
is carefully supervised and con- 
stantly reviewed by the buyer. 

Where a particular style is popu- 
lar and selling well, the company 
automatically re-orders. In the case 
of fast-breaking style trends, this 
is all important. As a result they 
are on top of the fashion picture, 
so vital in shoe merchandising. 

A copy of the first-run tabula- 
tion of shoe sales is received by the 
fashion unit control section and 
posted manually to style sheets cov- 
ering every store. Chain totals by 
style and subsequently by size range 

[CONTINUED ON PAGE 82] 
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FALL STYLES 


beautiful new colors and materials... 
same top- quality workmanship and comfort 
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Call or write these Dickerson representatives today. They'll be happy to show 
you the new Fall line. 


NEW YORK-NEW ENGLAND MIDWEST PACIFIC COAST 

A. Favor K. B. Ransom W. T. Spangler 

Archer Road 2398 Canterbury Road 4862 Bent Street 
Harrison, New York Columbus 21, Ohio Laguna Beach, California 


SOUTHEAST SOUTHWEST NORTH AND NORTHWEST 
R. H. Lewis H. C. Slaughter Howard W. Theis 

794 E. Morningside Drive, N. E. 4221 Vance Road 108 Columbian Avenue 
Atlanta 9, Georgia Fort Worth, Texas Columbus 23, Ohie 


-».Or contact 


THE WALKER T. DICKERSON COMPANY 


326 South Front Street, Columbus 15, Ohio —CApital 4-1168 ¢ in New York, 417 Marbridge Building 


a popular-priced women’s heel - guaranteed 
not to break - never to need new top lifts! 


See this remarkable new heel — see Lifetime Heeled shoes that have been actually worn for months 
with little or no top-lift wear — see new fall samples of manufacturers’ shoes that will feature 
Lifetime Heels — and while you're at it, test Lifetime Heels yourself — take home a bottle of 
Scotch, a brand new hat, ora _ box of cigars, if you can break it! 


This is positively the hottest new thing in the business — don’t miss it! 


See the Lifetime Heel and shoe display at: 
West Coast Shoe Show, Room 2318, Hotel Biltmore, Los Angeles 


or write 
LIFETIME HEELS Lawrence, Mass. 
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Just think — now you can completely forget about broken-heel problems — save your 
customers an average of $2.97 2 per pair of shoes in top-lift costs (according to an actual survey 
just completed)! 


Field-tested and proven-perfect in use by over 250,000 women, and already adopted for 
fall by a large majority of women's shoe manufacturers, distributors, and chains! 


To be introduced this fall with a fabulous $100,000 national promotion program that will include: 
Full-page ads in Vogue, Glamour, Mademoiselle, Charm, Harper's Bazaar and 
Good Housekeeping — reaching a total of over 26,000,000 women! Cy 


Publicity releases to every major newspaper, radio and TV station in the country! 


Retail promotion kits — complete window, display, newspaper, radio and publicity material — 
sent free to every store buying shoes with Lifetime Heels! 


It’s the revolutionary new Lifetime Heel, guaranteed in writing 


At OR 4 REF Uy, 
ou * ° aan 
* Guaranteed by % 


Good Housekeeping 
< 


against bending, breaking, splitting or cracking! 
Replacement of top lifts! Guaranteed for life!...and a 


* pending completion of 


backed by the Good Housekeeping Seal of Approval!” «sie overt seus 


May 15, 1958 











How to Make 
a Budget Plan 
[CONTINUED FROM PAGE 59] 


fall sales of $49,495 and covers all 
brands and classifications in total. 
Note that this is an increase of 
about 4 per cent over last year’s 
fall business. 

The factors which determine the 
year’s volume figure of $100,000 
are arrived at by study of such 
things as location, geography, eco- 
nomic conditions, whether a part 
of the business or merchandise 
classification can be increased to a 
larger extent than the other parts 
by vigorous promotion; also, com- 
petition changes, and the trend of 
the store itself. It is safe to assume 
that, if you are now running 10 per 
cent ahead, you will probably have 
a proportionate increase in the six 
months. 

It is decided to use the following 
percentages—August, 7.5 per cent 
in place of 7 per cent; September, 
9.7 per cent in place of 10 per cent; 
and so on to arrive at the 51 per 
cent total by adding each month’s 
percentage. See worksheet. The 
percentages used each month as 
averages are based on your judg- 
ment of the factors just mentioned. 
Assume that the national figures 
show an average of 7 per cent for 
August, it is decided here to use 
7.5 per cent. You do this because 
you have elected to bring in a some- 
what larger assortment earlier. 

To arrive at the dollar value of 
the August sales expectancy, $100,- 
000, the year’s anticipated volume, 
is multiplied by 7.5 per cent, giving 
$7,500 for that month’s share of 
the business. The following month 
the average shows 10 per cent. The 
plan uses 9.7 per cent, largely be- 
cause more goods were brought in 
the previous month, August. The 
best month for sales was December, 
which for most stores and depart- 
ments is a good slipper month along 
with boot sales and possibly an 
after-Christmas clearance. The fig- 
ures warrant that .3 per cent more 
be added to the 10.2 per cent aver- 
age making the plan figure 10.5 per 
cent. This multiplied by $100,000 
equals $10,500 retail volume this 
month. In considering the amount 
of stock to carry the beginning of 
each month, it now becomes neces- 
sary to decide on turnover. 
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The Turnover Problem 


This is a debatable subject and, 
in the main, means the degree of 
assortment a merchant is willing 
to carry as an offering to his pub- 
lic. Of cource it indicates as well 
the speed with which merchandise 
flows through the department’s or 
store’s stock to the ultimate con- 
sumer. Another factor which turn- 
over indicates is the newness of 
merchandise available to consum- 
ers, creating interest and desirabil- 
ity. These things must be thought 
out before the turnover is decided 
on. A guide to help in making a 
decision is how much carry-over is 
on hand at the end of each sales 
period or how much time is avail- 
able for reducing total purchases 
to a negligible carry-over. 

There are, for example, the pat- 
ent ieather sales period, the whites 
and summer categories, the black 
suede selling time. Each has its be- 
ginning and slackening off. This 
must be recorded in order to know 
how much to purchase in pairs. 
Boots and slippers generally have 
a fast turn, whereas arch types, 
ties, and staple goods move a great 
deal slower. The average retailer 
will recognize each class of mer- 
chandise and plot his sales accord- 
ingly. 

Simply put, turnover is the aver- 
age sales divided by the average 
stocks. This gives a resulting turn 
for the time each factor is used. 
Thus, turn may be figured monthly. 
A $5,000 stock producing $1,000 
sales gives .2 per cent turn that 
month. If this was constant, six 
months’ sales would produce 1.2 per 
cent or 2.4 per cent per year. Or 
take a total six months’ stock of 
$30,000, divide by six, getting $5,000 
average, into $6,000 sales is 1.2 per 
cent turn. Of course, in actual 
practice sales and stocks each 
month fluctuate, but the average 
can be gotten by merely taking the 
total number of months, weeks, or 
whatever period it is desired to 
examine. 


Planning Beginning of 
Month (B.0.M.) Stocks 


It is decided to use a turn of 1.2 
per cent for six months (which is 
conservative) on this plan. It 
should be noted that this is not nec- 
essarily an ideal figure. This then 








requires a stock of five months’ sup- 
ply of merchandise. After posting 
the sales expectancy, set down 
stocks desired for the beginning of 
each month. For the above men- 
tioned turn, take the expected sales 
of the month being planned and add 
four months’ anticipated sales in 
advance. That is, add August, Sep- 
tember, October, November, Decem- 
ber sales and arrive at $44,900 line 
8 for August B.O.M. This is 
roughly $3,400 higher than last 
year. 


Note here that 26.6 per cent of 
the 51.5 per cent averaged by stores 
occurs in the first three months of 
the season, and, therefore, stocks 
are peaked higher. The last three 
months of this plan have only 24.9 
per cent of the six months’ business 
and so stocks are planned lower. 
The thought behind this larger 
stock is that merchandise may be 
brought in somewhat earlier in Au- 
gust to reflect higher planned sales. 

It is feasible to expect these sales 
since more fresh new goods are 
available to present to customers at 
the very beginning of the season 
and a strong program of ads plus 
windows and interior display is to 
be vigorously promoted. Next add 
each month from September to and 
including January sales to arrive 
at September B.O.M., or $43,500, 
always four months’ advance plus 
the month being considered. This 
may look a bit low compared to the 
August opening stock but bear in 
mind that quite often deliveries are 
late and it is possible that some of 
the stocks which are planned for 
August delivery may dribble in dur- 
ing September. This may happen 
with the best of planning. 


Continue to set down each month’s 
planned stocks in the above manner 
until all six months are entered. 
The question may be asked how to 
arrive at the stocks from October. 
Since it is necessary to count five 
months ahead, the sales of the 
months after January may be taken 
from last year’s sales results, add- 
ing the per cent increase planned. 


Also, note in planning whether 
last year’s stocks were adequate 
or too high in a particular month, 
thus leaving too much seasonal 
merchandise to be carried over, 
holding back purchases in the fu- 
ture of new things as wanted and 

[CONTINUED ON PAGE 78] 
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YOURS... 
FOR FREE! 


(FOR MEN’S RUBBERS, NOW) 


Thousands of retailers from coast-to-coast, 
who found the Tingley Display Rack 

for children’s rubbers a real sales builder, 
have asked for a similar silent 

salesman for Men’s Rubbers. Now it’s 
yours—for free, while they last. 

Just place your order with your Tingley 
Distributor for 60 pairs of Men’s Rubbers 
and 12 pairs of our sensational new 
Men’s Closure Boots—before August Ist— 
and this sales making, floor-display 


fixture is yours without cost. 





Extra Profits From Overshoes Can Be Yours Everyday 
Men will buy these unusual light, comfortable Tingley overshoes on sight 
if you place this free rack where they can see and feel them. Tingley 
Rubbers on display are a day in, day out profit maker. 
Remember — Only Four Sizes In A Style 
To Fit All Men‘s Shoe Sizes 


TINGLEY RUBBER CORPORATION 
903 Ross Street ©* Rahway, New Jersey 


Enter our order for TINGLEY MEN’S RUBBERS and BOOTS, as indicated below, with Free Display Fixture: 


Cost ‘Retail List 
Pair 


MEN’S HI-TOP WORK (1300) Small (6-8) Medium (8-9¥/2) Large (92-11) Ex. Large (11-13) | 
Black 53 eae $3.60 aes 
Neoprene Black 3.25 5.50 

MEN’S CLOGS (1000) Medium (8-912) Large (912-11) Ex. Large (11-13) | 
Black .$1.60 $2.69 aie 
Brown .. 175 2.95 ee i 
Pure Gum... 2.25 3.75 

MEN’S SANDALS (1100) Small (6-8) Medium (8-912) Large (942-11) Large (11-13) 
Black .. $1.71 $2.85 eee ies | 
Brown ... ee 3.10 ; 
Pure Gums... 2.35 3.95 : s 

MEN’S STORM RUBBER (1200) Small (6-8) Medium (8-912) Large (92-11) Ex. Large (11-13) 
Black .........$1.80 $3.00 

MEN’S BOOT (1400) | 


Black .........$3.40 $5.49 ete z 
Prices slightly higher west of the Rockies 


May 15, 1958 


















by VIRGINIA MARSHALL 


ST. LOUIS—A convincing fash- 
ion story, a wealth of newsworthy 
ideas in fall footwear, and no ad- 
vance in prices—these are the fac- 
tors that teamed to make the St. 
Louis 12th annual Fall Showing 
successful for both retailers and 
producing companies. 

Exhibitors and buyers came away 
from the show, which closed April 
30, convinced that fall will hold a 
minimum of financial terrors and 
that the shoe business will win its 
fair share of the consumer dollar. 

Enthusiasm for the event showed 
up strong in every quarter. That 
optimistic “it’s a wonderful world” 
expression appeared on faces in 
display rooms and hotel corridors, 
over order desks and meal tables. 
Along with enthusiasm, traffic ran 
high. Although opening day 
weather was dismal, sample rooms 
were thronged with visitors taking 
their first good long look at fall 
prospects. For some manufactur- 
ers, attendance on opening day was 
at a new high. 

Over-all show attendance was offi- 
cially reported as up over last year 
and higher than expected. Visitors 
were registered from almost every 
state, plus Canada, Cuba and Aus- 
tralia. 

Although traditionally this is not 
a buying show, reliable sources in- 
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W. Ted Shaw, left, general show chairman, thanks two 
breakfast meeting speakers for their part in the St. Louis 
event. With Mr. Shaw are, left to right, Marjorie Wilten, 
Marjorie Wilten Advertising, St. Louis, and Mildred Hill, 
Neiman-Marcus, Dallas. Lester V. Tober, president of the 
St. Louis Shoe Manufacturers Association, is at right. 
Some 500 persons heard the women's talks. 





Traffic, Enthusiasm Run High at St. Louis § 








dicate that buying, which started 
Monday noon, April 28, in earnest 
and continued solidly through 
Tuesday, was heavier than antici- 
pated. Retailers came, saw and 
bought, but not until they had stud- 
ied the fashion picture. 

Last year at this time the ready- 
to-wear forecast for fail did not 
signal radical changes in women’s 
styles. Such was not the case this 
year. Retailers came to the St. Louis 
show to take stock not only of shoe 
trends, but also of the chemise 
trends. To best evaluate their indi- 
vidual store potential, dealers need- 
ed to know how pointed will be 
pointed this fall, and how pointed 
a toe may be expected to reach vol- 
ume at retail. 


Shorter Skirts, ‘Leggier Look’ 

Marjorie Wilten, St. Louis, na- 
tionally known fashion consultant, 
contributed to a better understand- 
ing of the chemise in a talk at the 
Monday breakfast meeting. Speak- 
ing before about 500 early risers, 
Mrs. Wilten lauded the “four won- 
derful salesmen” which will be 
working for shoe stores and depart- 
ments this fall at no charge. First, 
shorter skirts will dominate ready- 
to-wear by fall and will make the 
“worm’s eye view” more important 
than ever. The chemise and trapeze 
silhouettes, Mrs. Wilten contended 
will be volume in the fall. The leg- 





Virginia Webb, buyer for Miller Brothers Company, Chat- 
tanooga, Tenn., was one of many retailers attending a 
St. Louis showing for the first time. Others, left to right: 
E. P. Schlesinger, merchandise manager, Miller Brothers; 
Don Smith, buyer, Bringardner Shoe Company in Ziesel 
Brothers, Elkhart, Ind.; and Ken Pitzer, buyer, W. H. Turner 
Company, Kokomo, Ind. 
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gier look will be calling signals for 
fall fashion shoes, and resultant 
plays around the foot-end promise 
to be exciting. 

“It has been years since women 
really enjoyed buying stockings,” 
Mrs. Wilten remarked. “With col- 
ored stockings slated for a big sea- 
son ahead, women will be buying 
hosiery because they want to, not 
because they have to.” The impact 
of colored stockings on shoes will 
be strong, and vice versa. Each 
will help sell the other. Color, Mrs. 
Wilten believes, is slated for con- 
tinuance of the great “color binge” 
the nation is experiencing today. 
And that includes color in shoes, 
so lacking in last fall’s selling 
scheme of things. 

At the breakfast meeting, retailer 
enthusiasm received a shot in the 
arm when Miss Mildred Hill, train- 
ing director of Neiman-Marcus in 
Dallas, talked. Her message was 
built on the thesis that “regardless 
of the size of the store or organiza- 
tion, training is the most important 
thing that can happen to you, be- 
cause it immediately makes your 
people a part of your organization.” 
Proper training, she emphasized, 
cuts down on costly short-term em- 
ployees. 

Miss Hill said store managers 
should constantly ask themselves, 
“Is my attitude showing? Have I 
sold my people on my merchan- 
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Small groups of retailers were familiar sights outside hotel 

display rooms. Here Sam Robbins, right, buyer for Asso- 

ciated Merchandising Corporation, New York, chats with 

Jimmy Harmon, left, vice-president and buyer, Bomar Shoe 

Company, Atlanta, Ga., and Pat Hartley, center, buyer and 

general manager, Scuddy's, Beaumont and Port Arthur, 
Texas, during quiet moment of show. 


Retailers from almost every state came to St. Louis for 

the Fall Showing. "Welcome Travelers” here, left to right: 

Jerry Falkner and Ellis Brouwer, Brouwer's, Milwaukee; 

Marjorie M. Reich, fashion administrator, R. H. Macy Com- 

pany, New York; Joe Rovida and Robert M. Cox, Cox's, 

McKeesport, Pa.; and Charles Taeger, Broadway Depart- 
ment Store in Los Angeles. 


dise?” The Neiman-Marcus special- 
ist felt that salespeople should be 
made to realize that they are ‘“‘pro- 
fessionals” working with manage- 
ment, not under it. 

A retailer panel incorporated into 
the breakfast meeting brought to 
light the opinion that the fall sea- 
son ahead will be no time to down- 
grade a store operation. The group 
agreed, however, that retailers 
might profitably add to their lower 
price end a little. 


Prior to the St. Louis show, it 


Hotel lobby huddies made new friendships, renewed old 
ones. Jos McCaffrey, left, vice-president of Vaisey-Bristol 
Shoe Corporation, Monett, Mo., greets an Illinois delega- 
tion which includes, left to right, Mr. and Mrs. John 
Rodgers, Gerhart Shoes, Bloomington; Jack Egler, Junior 
Boot Shop, Rockford; and Frank Becsey, Block and Kuhl 
Company, Peoria. The St. Louis Fall Showing was the 12th 
annual event. Over-all attendance was reported as higher 
than last year and greater than anticipated. Visitors came 


had been announced by major man- 
ufacturers that some extra push 
would be given the lower end of 
some lines’ price bracket. Visiting 
retailers apparently heeded the 
panel suggestions. No wild switch- 
ing of resources was reported. Re- 
tailers demonstrated that they will 
not allow themselves to be panicked 
into wholesale trading below their 
customer demands. 

Recession as a topic of shoe show 
conversation rated but little atten- 
tion. Although retailers may have 


T. Lewis, Lewis 


Store, Houston, 


from as far as Cuba and Australia. 
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been thinking in pessimistic terms, 
they did not voice those thoughts. 
A survey found shoes occupying top 
conversational spot. With first four 
months’ figures for most 
equaling or bettering last year’s to- 
tals, and with inventories in fair 
to good balance, retailers were sen- 
sibly “talking up” fall business, not 
“talking it down.” 

Strong talking points for women’s 
fall dress footwear abounded. Ex- 
tremely pointed toes, seen in every 

[CONTINUED ON PAGE 112] 


stores 


A panel of retailers discussed shoemen's problems at a 
breakfast meeting in Hotel Sheraton-Jefferson. Left to 
right, Earl D. Miller, Hecker? Shoe Company, Appleton, 
Wisc.; Harvey Kopp, Harvey Kopp Inc., St. Louis; William 
Salon Shoes, 
Nordstrom, Nordstrom's Inc., Seattle, Wash.; Mrs. Eleanor 
Stewart, Lord & Taylor, New York; George H. Potashnick, 
Stix Baer & Fuller, St. Louis; and Irving Glick, Sak's Shoe 
Texas, 
background of photo. 


Tucson, Ariz.; Lloyd W. 


Head breakfast table is in the 
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needed. This also hinders a staple 
stock program which is the founda- 
tion of any stock classification and 
which must always be considered 
as a part of the basic figure. 


Retail Purchases 


Now, set in purchases at retail. 
If the planned beginning of month 
stock is $44,900 and $7,500 is sold, 
a balance of $37,400 is left. The 
beginning of next month’s stock is 
to be $43,500; so $6,100 obtained 
by subtraction is open to receive 
retail dollars for August. To ar- 
rive at cost, take 60 per cent as 
multiplier for a 40 per cent retail 
markup or take 55 per cent as mul- 
tiplier for a 45 per cent markup. 
The complement of the _ retail 
markup (as 60 per cent or 55 per 
cent as mentioned above) multi- 
plied by the retail gives purchases 
at cost. Cost on $6,100 (the August 
open-to-buy at 40 per cent markup) 
would be multiplied by 60 per cent, 
arriving at $3,660. To get next 
month’s purchase at retail, take 


stock B.O.M., $43,500, subtract that 
month’s sales, $9,700, and subtract 
this result from next month’s 
stocks. In this manner, B.O.M. is 
arrived at $6,000 retail purchase. 
In the same manner, continue to 
complete the entire line 10. This is 
the open-to-buy or open-to-receive 
for the months as listed. 


Revise System 

Should the plan not materialize, 
due to, for instance, late stock ar- 
rival or sales not up to par, the 
B.O.M. stocks should be reduced 
for as far a period ahead as seems 
practical. Each month, however, is 
its own story and tells exactly what 
can be accomplished, but some fore- 
sight is still required to predict 
future possibilities. 


Review What's Done 


It is well, at this point, to review 
the entire plan to see if ample stock 
is on hand to get each month’s busi- 
ness, and to check the totals to dis- 
cover if the turnover is about what 
was anticipated. Check to determine 
if this year’s stocks end the season 
low enough to allow a larger per 
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PACIFICATE SHOE LININGS 


¢ add sales value at less cost than 
any other shoe feature. 

¢ prevent athlete’s foot re-infection 
from shoe linings. 

¢ retard foot odor from perspiration 
and bacterial decay. 

¢ keep leather soft and supple and 
preserve shoe shape. 

¢ are chemically treated to resist rot 

and wear. 


OTHER FAMOUS 
PACIFIC MILLS SHOE LININGS: 


Pacitwin — a two-in-one wrinkle-free 
lining of flannel and drill. 





cent of goods to arrive early for 
next year’s spring business. Does 
the entire plan look right? 


Think it out Completely 


Refer back to the worksheet. An- 
alyze each line again to make each 
figure as_ realistic as_ possible. 
Watch for omissions. It might be 
thought in examining this plan, 
that since December is the best 
month, there must be enough stock 
to get the business planned. The 
figure $39,600 will be comprised, as 
mentioned, of a great many units 
unquestionably at a much lower 
retail. Slippers and boots particu- 
larly will achieve a larger part of 
this month’s volume. Naturally, if 
the unit sale is lower in any month, 
the total stock’s dollar will not run 
as high. Furthermore, on the plan 
shown it is anticipated that the 
next month’s inventory (January) 
is to be down in order to be able 
to bring in beginning arrivals of 
spring goods for February. 





Thomas R. Hyde, veteran of 11 
years in the shoe business in At- 
lanta, Ga., has become manager of 




















Pacidura — a non-fray, shrink-resistant 
cotton lining. 

Paciteen — a dyed suede finish lining, 
especially for slippers. 


PACIFIC MILLS INDUSTRIAL FABRICS, 
a division of Pacific Mills Domestics Corp., 


Dept. P9, 1430 Broadway, New York 18, N. Y. 


is the ONLY lining EVER 
approved by the National Foot Health Council. 
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For the first time . . . a brushed leather shoe 
with all-weather wearability! Rain or snow barely 
spot it. A quick whisk with a stiff brush or bit 


of sandpaper . . . and it’s good as new! 
It’s the miracle of “‘“ScorcHGaRD”’ Brand Leather 
Protector . ... tanned into Wolverine brushed pig- 
skin to give a sueded finish shoe water repellency 
4 * & equal to finished leather. Resists soiling, too! 
The new Wolverine casual needs no paste or 
polish to keep its appearance. A simple brush-up 
keeps the like-new look alive and actually re- 
eo activates the water repellency . . . time after time. 
If badly soiled, washing does the trick. 
These are the facts that fit Wolverine brushed 
pigskins to the year-’round fashion picture, as 
: well as the sporting scene. A real profit package— 
ideal for college and school promotions—backed 
with the double-impact advertising of both 
“SCOTCHGARD” Protector and the Wolverine 
name. Wolverine Shoe and Tanning Corporation, 
Rockford, Michigan. Telephone: VO. 6-9421. 
Hush 
Puppies ° LAZIRS 
SHOES FOR MEN 
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and still breathe! 


. nor can you seal the surface of shoe trees 
and have them breathe to absorb dampness, 
perspiration, acid and other harmful agents . . 
preserve materials as well as shape. 


A SHOE TREE BREATHES, 
TOO 


... unless it’s sealed! 





Actual Photo 
showing moisture 
on sealed wood 
shoe tree 

after 60 minutes 


Actual Photo 
showing moisture 
absorbed 

by unsealed wood 
shoe tree 

in 15 minutes 


HAVE AN 
UNSEALED 
FINISH 





order from 
ROCHESTER SHOE TREE CO., INC. 


P.O. BOX 36, BEECHWOOD STATION, ROCHESTER 9, N.Y. 















Teach Your Help 
to Sell by Phone 


7 hear that your daughter is graduating this June,” 
said the shoe salesman to the customer over the phone, 
“and I know she'll want to take a look at the lovely white 
shoes we’ve just got in stock. Why don’t you come in 
with her and—” He paused to listen. “Sure thing. You 
bet. Yes we'll be open until 8 tonight.” 

Then he hung up, referred to the file box at his elbow, 
and made preparations for dialing another customer’s num- 
ber. 

The locale of this little scene was a nearby neighborhood 
shoe store. The time was a “slow” rainy weekday after- 
noon when the trade was staying away in droves, and the 
help in most similar retail shops was just standing around, 
killing time, while waiting for the clock to tell them when 
to go home. 

Ordinarily it would have been a wasted half day— 
especially as far as the man who signed the paychecks was 
concerned. But because he was prepared for the “stormy 
weather,” at least one of his clerks was actually making 
both contacts and sales by sitting at a desk and simply 
dialing for them. 

The ways in which this can be accomplished are numer- 
ous: 

Because the telephone bridges all distance difficulties, 
it is possible to keep in touch with the customer who has 
moved away, instead of losing the good will that’s been 
built up with such care. 

A phone call is also the best way to bring a lost cus- 
tomer back again, since he can be encouraged to explain 
why he was dissatisfied. Was it something he purchased 
that didn’t come up to the desired expectations? Did a 
repair job that the store handled prove unsatisfactory? 
Such difficulties can be discovered and misunderstandings 
cleared up, so that another sales potential—or even actual 
sale—can be secured. 

New business can also be created via the phone, by 
checking through local newspapers to find out who is 
getting engaged, married, is graduating from school, or is 
in the market for a special pair of shoes for some other 
special reason. The left over names and phone numbers 
from old contests, if you hold them occasionally as pro- 
motional stunts, can be utilized at this time as well. 

If your retail shoe store handles charge accounts, the 
phone can also be employed for taking care of overdue 
collections, and can either substitute entirely for letters 
(which are misinterpreted very often) or used as follow- 
ups after letters that have had no replies. A person-to- 
person chat is also gentler than a written message, but 
at the same time lets you know exactly where you stand. 

Of course it is best if careful plans are made before 
picking up the receiver and commencing to dial. Don’t 
memorize what you are going to say, but do have all the 
pertinent information right at hand, including the price of 
the shoes, the quality points, and the sizes that are avail- 
able. In a collections call, the actual records of the sale 
and the payments that were made should be before your 
eyes, and when talking “cold” to a stranger, the news 
clipping or other source of information should be care- 
fully referred to. 

Another obvious—but often overlooked factor—is that 
its important to get the right party at the start. Talking 
to an employe in a collections call, for example, may 
embarrass a valued customer to the point of losing him 
altogether. Talking to the wrong person under other cir- 
cumstances is just a waste of time and effort—and both 
should be conserved. 

[CONTINUED ON PAGE 83] 
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Editorial Outlook 
[ CONTINUED FROM PAGE 13] 


papers will tell the story of retailing to their readers. 

Ten poster lay-out and copy suggestions have been pre- 
pared by NRMA and are incorporated in an action guide 
which outlines a complete plan of attack for the week. 

Each poster contains a different copy message and illus- 
tration. All suggest that students contact their teachers 
and vocational counsel guides for further information. 
NRMA suggests that these posters be furnished locally 
to meet specific store and community requirements. The 
action guide and poster suggestions are being mailed to 
all NRMA members and a list of merchant associations. 
Additional copies are available from National Retail Mer- 
chants Association, 100 West 34th Street, New York 1, 
N. Y., at 25¢ each. 

The Recorper strongly endorses this project and rec- 
ommends full support and cooperation to its readers. 


Manufacturing and Markets 


[CONTINUED FROM PAGE 67 | 


considerably over spring orders by volume houses. Last 
season orders ran two-thirds on three inch to one-third on 
two inch. For fall it will be closer to a 50-50 proportion. 

The closed pump is still the favored silhouette, but they 
are both more subdued and more diversified. Pumps with 
bows in the spring line have been replaced with various 
delicate treatments. They are not limited to straight lines, 
but there are many dipped lines and irregular treatments, 
producing different throats. There has been more interest 
in opened up shoes than in several seasons. This may be 
the beginning of a trend for next spring. 

The decline in suede continues, except for the new silky 
efiects which are being bought for June and July transi- 
tion promotions. Suede promotions are aimed for Septem- 
ber and October volume. Concentration is on calf, both 
smooth and textured. It will be played all the way from 
early June through the fall and winter season. 

In the back-to-school category, there is a lot of interest 
in the gum drop family. This is gradually taking over 
from the bubble saddle, which is believed to have reached 
its peak. The bicycle oxford, particularly, is gaining in 
strength. The chukka and desert type boot shoes, did well in 
conventional types last season. There has been some good 
reaction to the new variations in shags and_ brushed 
leathers. 


According to an old English legend, all the tools of 
al] the shoemakers of that country are copies of a set that 
was originally fashioned from the human bones of Hugh, 
a son of one of the early Briton kings. It seems that after 
he lost all his wealth in a shipwreck during his travels, 
he decided to spend the rest of his life preaching the 
gospel and converting men to Christianity by day, and 
devoting all his spare time at night to making shoes for 
the poor. It also seems that, according to the tale, when 
his leather gave out, more was miraculously furnished 
to him by an angel. Eventually, he died, a martyr, in 287 
A.D., but that wasn’t the end of his philanthropy because 
after his bones had been “well picked by the birds” his 
friends removed them from the gallows. They were used 
for fashioning shoemaking tools, and from that day to this 
the appellation “Saint Hugh’s bones” is still the synonym 
for an English bag of cobbler’s tools. 
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This fall these stars will be 


selling for you in your city 
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For the new Huskies’ fall catalogue write: 





HUSSCO SHOE CO., 47 WEST 34th STREET, NEW YORK, N. Y 








An Electronic Shoe 


Inventory System 
[CONTINUED FROM PAGE 70] 


are up-dated and comparisons posted 
by size range for comparable weeks 
this year and last year. Finally 
year-to-date totals by size range 
and year-to-year comparisons are 
entered. This record is now ready 
for the buyer’s use. 

Later in the week the IBM 
punched cards are re-run by store 
and this report is mailed weekly 
throughout the chain. Store man- 
agers can then compare their shoe 
sales by unit with stores of com- 
parable size and volume. Supervi- 
sors as well, receive this second run 
report to guide them in watching 
weak spots and in developing addi- 
tional shoe volume. 

There are many side-benefits to 
the system, but, most important, 
it provides the following: 

1. A history of a season’s shoe 
operation. 

2. A method of balancing shoe 
stocks and reducing sales lost, due 
to out of stock conditions, by 
prompt fill-in service. 

3. Records from which to quickly 


and accurately determine re-order 
styles and quantities. 

4. Early spotting of problem 
styles and, consequently, early ac- 
tion to minimize mark downs. 

5. An up-to-date picture by style 
and by store. 

Should the IBM figures indicate 
that a particular style is unpopular 
in one area, the merchandise is 
trans-shipped to a store in another 
region where IBM data indicates 
it will sell. In this way any element 
of guess work is eliminated, mark- 
downs are avoided and new pur- 
chases are controlled by what the 
Olen chain really needs. 

In 1958 the Company will install 
improved IBM data-processing ma- 
chinery, which will virtually elimi- 
nate all manual posting of unit con- 
trol records. Furthermore, it will 
prepare a weekly shoe report, elec- 
tronically, which will show stock 
on hand by size as well as sales, 
covering all styles in all stores. 


Mr. and Mrs. Sidney Grossman 
have moved their Grossman Shoe 
Store in Greenwich, Conn., to a new 
site, four times larger than the old 
one, at 72 Greenwich Ave. 


What’s in a Shoe 
and How to Sell It 


[CONTINUED FROM PAGE 57] 


made, automation goes to work. The 
molds are inserted into a special 
counter-making machine that pro- 
duces from 2800 to 4000 counters an 
hour, depending upon the type of 
counter. These counters come out of 
the machine pre-shaped in precise 
conformity to the last, and ready to 
be shipped to the manufacturer for 
insertion into the shoe. 

At the factory the counter is in- 
serted into the shoe—a rapid but 
careful operation by a skilled oper- 
ator. It’s inserted into the counter 
pocket between lining and upper 
leather. It’s adhered to both by a 
cement. In the case of unlined 
shoes, the counter is cemented only 
to the upper leather. Hence the 
counter serves both as counter and 
quarter lining. 


Counter Materials 


A wide variety of materials is 
used to make counters—and those 
used today are much improved in 
quality. At one time leather was 

[CONTINUED ON PAGE 84] 





F LUXURIOUS SALONS...SMALLER STORES OR DEPARTMENTS 


& 


For Every Type of Installation 


3275 


Individual 
Chair. 

Also in sections 
of 2, 3, or 

4 seats. 
Available with 
cane back 

as illustrated or 
upholstered 
insert back. 


DISTINCTIVE FURNITURE 


Beautiful, functional furniture designed 
especially for shoe stores to sell more shoes 
and sell them faster. Sturdy, Practical, 
Comfortable, Space Saving. 


WRITE FOR CATALOG 


? 0 eee 3 INC 


East 146th Street + New York 51,N.Y. + CYpress 2.0600 + SPECIALISTS IN SHOE STORE FURNITURE — 
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Teach Your Help to Sell by Phone 


[CONTINUED FROM PAGE 80] 


The actual first few words can be the standard, “Mrs. 
Blank? This is John Jones, your neighborhood shoe store 
man,” followed by the actual name of the store and suit- 
able variations, in accordance with the person at the other 
end: 

“We thought we’d congratulate you on that new home 
you just bought. But since you’re out of town now, perhaps 
you haven’t heard about our new stadium boots. They’re. 


“We're checking up on those zipper galoshes that you 
had trouble with last month. Are they okay now? Is the 
slide working properly? That’s fine . . . Incidentally, we 
have some exquisite new... .” 

“T just happened to notice a picture of your three year 
old in today’s paper. Imagine. It seems as though she 
was only born yesterday. . . . You know, we’ve just put 
in a shipment of toddler's footwear this week and . . 
No obligation, of course. . . .” 

But no matter what the purpose of the conversation may 
be, the clerk should be cautioned to bear in mind that he 
is really invading the privacy of the potential customer, 
which makes it vital to keep the time limit at a minimum. 
If the prospect is busy, or indicates no interest, the sales- 
man should not persist. He should, instead, ask if he can 
call back later. And find out the exact time. 

Since a lot of persuasion must be packed into the short 
conversation, every avoidable unnecessary word should be 
omitted. “Its a good buy,” belongs in this classification, 
together with the trite, “Its fine quality,” although specific 
details in regard to the quality, beauty, price, and other 
features of the footwear will command attention. 

The telephoning salesman should also learn how to lis- 
ten. This is important in order to note customers’ objec- 
tions, so that, before making another call, they can be 
worked out and overcome with the next prospect. Is the 
price too high? Then the quality features ought to be 
sparked up. Was the customer disappointed with a pre- 
vious purchase which has soured her on all the items that 
your store sells? Find out what was wrong, so that rea- 
sonable explanations can be made, just in case another 
listener has had the same experience. In regard to credit 
calls, it is especially important to learn what the other 
person has to say regarding future payments and their 
date, so that more suitable arrangements and terms can be 
drafted if necessary. 

Common mistakes that are made by the average tele- 
phoning salesclerk can be avoided by yours from the very 
start if he is cautioned about them: 

1—The old adage that the customer is right even though 
he is wrong holds true in telephone talks also: He should 
never be antagonized with arguments in regard to mer- 
chandise which he believes to be defective. If he claims 
that a salesman was rude to him, the accusation may be 
unjust, but this is not the time to say so. 

2—Courtesy pays off. If a prospect shows no interest 
in the shoes that are offered, she should be thanked for 
listening, as pleasantly as possible, before the clerk hangs 
up. You never can tell, after all, when the prospect will 
change her mind, and want to buy the very thing that 
she’s saying “no” to now. Collection account calls should 
also be concluded with a careful “thank you.” The store 
was glad to get the sale in the first place, and should be 
just as happy now to get the payment settled. 

3—The time of day to call the members of different pro- 
fessions may make all the difference in the success or fail- 
ure of the phoning salesman, since a prospect who is 

[CONTINUED ON PAGE 85] 


May 15, 1958 














as 





® 

What’s in a Shoe © 
and How to Sell It 
[CONTINUED FROM PAGE 82] 


about the only material used for 
counters, but today few all-leather 
counters are used. However, a 
leatherboard material is used in 
some better grade shoes. 

But about 75 per cent of all 
counters now used are made of 
fiberboard. This material has the 
required strength, flexibility and 
economy for the counter needs of 
most shoes. Incidentally, when a 
fiber counter becomes moist, such 
as with foot perspiration, it will 
quickly firm up again as it dries, 
due to its water base. The counter 
manufacturer buys this material by 
the ton, in different grades or 
weights for different kinds of coun- 
ters or counter requirements. For 
example, children’s shoes require 
firmer counter material than most 
women’s shoes. 

Recently, new counter materials 
have been introduced. The poly- 
ethylene counter, a plastic mate- 
rial, is being used increasingly, par- 
ticularly in children’s shoes. It has 


tremendous resistance to abuse. 
However, it is also much more ex- 
pensive than regular counter ma- 
terials. 

Still another new material was 
developed in Germany and recently 
introduced in the U.S. It is made 
of leather, reduced to fibers, then 
re-compounded into a composition 
with latex and other chemicals. It 
is in the leatherboard family and 
has great strength and flexibility 
and resistance to cracking. It is 
finding increasing use in better 
grade shoes. 

Over the past few years there 
has been a strong trend toward soft 
counters, as there has been a trend 
toward soft box toes. All this has 
been part of the light-soft-flexible 
shoe trend influenced by European 
styling. The degree of softness in 
a counter can be adjusted as de- 
sired. The soft counter, like the 
soft box toe, has a built-in resili- 
ence or “bounce” that permits the 
counter to maintain its shape re- 
gardless of abuse or pressure. 

Some shoes use special counters. 
For example, certain corrective or 


BIG SPACE AND COLOR ADS IN SEVENTEEN, DANCE, 
MADEMOISELLE AND GLAMOUR WILL FEATURE... 


The ballet wear 


that's become fs 


TIGHTS °> 


LEOTARDS + 


Danskins look as smart under dresses and shorts as they do at 
dancing class. Their flawless fit lasts washing after washing. 
Danskins are recognized and recommended by dance schools all 
over America. Stock the finest, offer the best value! ORDER 


orthopedic shoes have a long in- 
side counter that may extend as far 
forward as the ball. Its purpose is 
to give added support to a weak- 
ened longitudinal arch. 


Faults and Errors 


A faulty counter can affect the 
fit, comfort, style and appearance 
of a shoe. It’s sometimes seen in 
cheaper shoes, rarely in better 
grades. One of the most common 
reasons is the attempt to “econo- 
mize.” Here the manufacturer will 
apply a counter made especially for 
one last, to a shoe on another last. 
Obviously, the fit of the counter 
won’t be accurate. The backpart of 
this shoe may go out of shape 
quickly with wear—or will fail to 
fit snugly around the heel as it’s 
supposed to. The same effect re- 
sults if the operator is careless, 
such as using the wrong size coun- 
ter in the shoe (or, sometimes this 
too is done in cheaper shoes as an 
“economy” move). It doesn’t take 
much of an experienced eye to de- 
tect such faults. Even the con- 
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TRUNKS 


Full-Fashioned for perfect fit 
knit of HELANCA stretch nylon 


...--DOUBLE SALES APPEAL GIVES YOU 
TWICE THE PROFIT POTENTIAL! 


Only Danskin 
leotards are full- 
fashioned, as are 

Danskin tights and 
trunks. All designs 
protected by 

U. S. Pat. Off. 


DIRECT FROM MANUFACTURER — DANSKIN, INC. In 


stock for immediate delivery, for fast fill-in and repeat business. 


Matching Leotards and Tights—10 Newest Colors! 


LEOTARDS for Children, $3.50 to $5.00; for Women $4.50 to $6.50 


Free displays 
and mats 
on request. 


TIGHTS for Children $4.50, for Women $4.95, for Men $7.50 
TRUNKS for Children $1.65, for Women $1.95 
All prices are retail 

Write Dept. B for complete information and illustrated catalog 


DANSKIN tee: 


437 FIFTH AVENUE, NEW YORK 16, N. Y. 
AMERICA’S FOREMOST STYLISTS AND MAKERS OF DANCEWEAR 
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Teach Your Help 
to Sell by Phone 


[CONTINUED FROM PAGE 83] 
approached when he is occupied will rarely respond favor- 
ably. Consequently, a memo listing the various professions 
and the best time to phone each is worth tabulating and 
referring to before calling. It will probably read as fol- 
lows: 
Housewives—11 to 12 a.m., and 2 to 4 p.m. 
Physicans—9 to 11 a.m., and 1 to 3 p.m. 
Retailers—1 to 2 p.m. 
Lawyers—11 a.m. to 2 p.m. 
Executives—1l1] a.m. to 3 p.m. 
Publishers and printers—3 to 5 p.m. 
Engineers and chemists—4 to 5 p.m. 
Teachers and professors—7 to 9 p.m. 
4—The phone number of the store should be mentioned 
with emphasis, and the prospect should be persuaded to 
write it down, together with the store’s name. 
5—Last, but not least, when selling by phone, it is only 
logical that the final step should consist of actually asking 
for the sale itself. This may seem unnecessary to most 
clerks and proprietors, but is has been proved that many 
sales have been lost simply because the caller didn’t bother 
to tie up the order. He has a good product. He described 
it vividly. So why shouldn’t he finish off by asking: 
“May I put the shoes aside for you and write up the 
order? You can stop by when you’re in the neighborhood 
and pick them up,” or (if you’re equipped to handle such 
a service) “why don’t you let me send someone over to 
deliver the shoes to you? We have your size, and its no 
trouble, because if you don’t care for them—although I 
know you will—you can send them back. There is no 
obligation.” 


A Simple Card System 


BILOXI, MISS.—Developing a simplified system for | 


handling the mailing of birthday cards to juvenile cus- 


tomers is credited by W. C. Gryder, Sr., here, with the | 
fact that his children’s shoe sales have grown a consistent | 


15 per cent every year for the past three. 


Currently, Gryder Shoe Company is sending out around | 


2,500 birthday cards per year from its three stores, two 
located in Biloxi, and one in Gulfport, seven miles away. 


“Maybe it’s an old idea, but it has been a consistent traffic | 
builder for us,” Mr. Gryder said. “We know that it gets | 


results since so many youngsters come in each week asking 
whether we are the shoe store which sends the birthday 
greetings.” 


As the plan operates, each of the Gryder stores main- | 


tains a “birthday card file” conveniently on the floor where 


every salesperson can reach it with a minimum amount of | 


effort. In waiting on each youngster for the first time, the 
salesperson inquires as to the birth date, scribbles it on 


the same sales slip on which she records the purchase and | 


then as soon as the customer has departed, makes out the 


birthday card there and then, which may not be sent for | 


as much as 11 months into the future. “That’s the all- 


important clincher,” Mr. Gryder said. “When we make | 


the birthday card out on the spot, correctly addressed, it 


is as good as on its way to the youngster at the proper | 


time. Nobody ever forgets to send a card when it is made 


out immediately, and thus we have never disappointed any | 


parents to whom we have promised mailing of a card.” 
Mailing at the proper date is accomplished with equal 


simplicity. Each day all of the birthday cards which have | 
been written out are simply bound together with a rubber | 


band and placed in sequence in the file which keeps dust, 


light, and other elements which might spoil the appearance 


of the birthday card out of the picture. 
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What’s in a Shoe 


and How to Sell It 
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sumer can often see the absence of 
graceful contour that the counter 
or packpart is supposed to have. 
Poor quality counters or counter 
materials will bring about the same 
results. When a cheap shoe is fitted 
onto the foot, it isn’t uncommon to 
have a loose fit around the heel. 
This gaping will become more pro- 
nounced with wear. Often it’s due 
to the inferior quality of the coun- 
ter—its failure to hold its shape 
and give the snug heel fit desired. 
However, perhaps the worst and 
most common of all “sins” against 
counters is imposed by the retail 
shoe salesman or fitter. A wide- 
spread habit of the shoe fitter when 
fitting shoes is to bend or squash 
in the counter. When asked why 
this is done, the average shoe fitter 
replies, “To soften the counter.” 
This is ridiculous, say the coun- 
ter manufacturers. If the counter 
needed to be “softened,” they’d be 
made softer or more pliable in the 
first place. Abusive bending of the 
counter by the fitter is, paradoxi- 
cally, the same kind of “abuse” he 
warns the customer against regard- 
ing putting on a shoe without a 
shoe horn. Such abuse is common 
in children’s shoes. Why, then, does 
the shoe fitter apply the same prin- 
ciple of abuse to the counter when 
trying on a new pair of shoes? 
This action by the fitter is harm- 
ful to the counter and to the shoe. 
It destroys the original contours of 
the backpart of the last. Counter 
makers say that the heel of the foot 
should mold the shape of the coun- 
ter—and not the hands of the shoe 
fitter. The “habit” of bending the 
counter when fitting shoes dates 
back many years, when counter ma- 
terials often lacked flexibility and 
might at times be uncomfortable 
unless first “softened up.” But this 
no longer applies, and the quicker 
the habit is discarded, the better 
for the shoe, the store and the cus- 
tomer. 


How to Merchandise 
the Shoe’s Counter 


In recent years, growing atten- 
tion has been given to the backpart 
of the shoe from a style and ap- 
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pearance standpoint. Note, for in- 
stance, the growing interest in 
decorative heels. Also in decorative 
quarter treatments. 

Again, shoe fitters and customers 
alike realize that the fit of the back- 
part of the shoe is as important as 
the forepart. 

Structurally, the most important 
component in the backpart of the 
shoe is the counter because of its 
influence on fit and comfort in that 
area of the shoe and foot. From a 
style and appearance standpoint 
the counter also plays an influen- 
tial role. 

If the counter is so important, 
why are its role and features al- 
most never brought to the custom- 
er’s attention? Why are these fea- 
tures never used as selling points 
that can enhance the value of the 
shoe as a whole in the customer’s 
mind? Here, briefly, are the high- 
lights of what can be told to the 
customer about the counter to 
arouse a greater appreciation of 
the performance value of the shoe. 

1) First, try to obtain a good 
sample counter for demonstration 
purposes. You might get one from 
one of your manufacturing re- 
sources, or direct from a counter 
producer. This counter is used as 
your “Exhibit A” when explaining 
its features to the customer. 

2) Fit. Explain that a good 
counter is molded precisely to the 
last. This insures good fit around 
the heel throughout the life of the 
shoe. This is one key sign of a 
quality shoe—the result of a quality 
counter. 

3) Non-slip. A good counter 
properly hugs the heel of the foot 
without undue pressure against the 
heel. But importantly, a good counter 
won’t loose its shape and slip at the 
heel annoyingly. Such slipping of 
the heel, due to an inferior counter, 
can wear a hole in hosiery or create 
irritations (such as “pump bumps”) 
at the back of the heel. 

3) Support and comfort. A pre- 
cision-molded counter gives a vital 
firm support around the heel in 
walking. The higher the heel, 
incidentally, the more important is 
this support factor. A firmly sup- 
porting counter contributes much 
to the even wearing of heel lifts, 
and to the prevention of bulging or 
running over of the outer side of 


the counter. Thus, a firmly support- 
ing counter — whether in men’s, 
women’s or children’s shoes, con- 
tributes to foot comfort and foot 
health. 

4) Special cases. Let’s. say we 
have a women’s open-shank shoe. 
We thus have just the forepart and 
backpart to hold the shoe securely 
onto the foot. Here a good quality 
counter is more important than ever. 
Make a point of this. 

5) Counter construction. You 
don’t have to go into “technology” 
here in explaining how the counter 
is made. But just highlight a couple 
cf points. For instance, show the 
feather-edge topline and the other 
skived edges (beneath the heel seat, 
and at the front part of the count- 
er). Explain that these are pre- 
cision-designed to give comfort and 
grace to the shoe. 

6) Style. The graceful, refined 
contours of the shoe’s backpart are 
dependent largely upon the quality 
of the counter, which has been con- 
toured to the last. These style lines 
or contours will be retained through- 
out the life of the shoe—an 
important indicator of a “quality” 
shoe. 

7) Design. Years ago, it wasn’t 
uncommon for the counter in some 
shoes to strike against the ankle 
bone and cause discomfort. Today 
the counter (especially the good 
quality counter) is precisely design- 
ed and sized and fitted so that any 
rubbing against the ankle bone is a 
rarity. This is particularly im- 
portant in children’s shoes. 

These highlights—especialiy if a 
real counter is used to show the 
points discussed — can contribute 
much to the customer’s interest in 
the shoe and better appreciation of 
the shoe’s value. They also give 
fresh and live meaning to the term 
“quality” in explaining the perform- 
ance values of the shoe. 


Griffin Pushes Wax Special 


NEW YORK—Boyle-Midway, a 
division of American Home Prod- 
ucts Corporation, is using radio and 
network television to promote a 
“Spring Shine-Up Special’ deal on 
Griffin ABC Liquid Wax. Packaged 
in a special sleeve, the offer gives 
two four-ounce bottles of the polish, 
black and brown, for 39 cents at 
retail instead of the regular 25 cents 
each. 
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My First French Lesson 
by FREDERICK H. TIMSON 


A YOUNG traveling salesman—out only two weeks—I 
was calling on a customer, the George Mongeau Shoe 
Store, in the French section of Lowell, Mass. 

All clerks were French and spoke that language as well 
as English. After I had sold Mr. Mongeau, they gathered 
around, joking and kidding me. 

When I mentioned that I was going next to the city of 
Lawrence and said that it was my first trip there, they 
suggested that I first see the fine rated V. J. Huot Shoe Store. 
“But,” said one, “Huot is French and to really get in with 
him a salesman should always speak a little French when 
first meeting him.” He suggested that he and another 
clerk should teach me French, so that I could say “Good 
morning, etc.” in French. The two suggested I could 
memorize the stuff on the way to Lawrence. Then they 
taught me several phrases, which, they said, “I should 
rattle off fast” when first I met him. 

I did my best to memorize their phrases and I didn’t 
think anything about it at the time but later I remembered 
several wisecracks they made and how peculiarly they 
giggled and laughed as they bade me goodby. 

Arriving in Lawrence, I entered the long shoe store and 
asked a couple of clerks for Mr. Huot. They pointed to 
the rear and said, “He’s in the office.” 

The office was behind an iron grill. Ten feet beyond the 
semi-circular opening in the grill I saw my customer. 
Holding a heavy claw-hammer, he appeared to be repair- 
ing something. Standing before the opening, I smiled, 
caught his eye, and said in French what my friends had 
stated meant “Good morning, Mr. Huot, etc.” He growled 
something in French, which, of course, I didn’t understand. 

I sensed from the tone of his voice, however, that he 
wasn’t particularly glad to see me. As he hesitated, I pro- 
ceeded to reel off several other phrases at him that the 
boys had taught me. Suddenly he raised the heavy claw- 
hammer above his head, drew his arm back, and drove it 
directly at my head. It slammed into the grillwork with a 
crash, about two inches above my head. I don’t mind say- 
ing I was somewhat startled. After the crash, he shouted 
something and ran toward the door opening into the shoe 
store. This strange action, the hammer throwing and the 
peculiar scowl on his face, convinced me I'd better get 
going toward the front door. And having been a hundred 
yard dash man at school, I made that door in about four 
seconds flat. Grabbing my sample cases, I leaped out and 
hustled up the sidewalk. Perhaps ten seconds later, Huot 
shot through the door. Shaking his fists at me, he let loose 
another torrent of French. I decided not to go back and 
try to sell him. 

Next day, I met a shoe salesman of French descent. 
When I had described the strange reception Mr. Huot had 
given me, he asked me to repeat the phrases I had used. 
I did so. As I finished, he doubled up with laughter and 
I thought he’d never stop laughing, so he could answer 
my question, “What are you laughing at?” He explained 
that the “Good morning, etc.” phrases which I had spoken 
to Mr. Huot were “a vicious assortment of unprintable 
adjectives of the most derogatory character, which are 
seldom, if ever, used in nice society.” And—would you 
believe it—he laughed, and laughed, and laughed again and 
again. Yes, you’ve guessed it, those friendly clerks had put 
up a job on me. A week later, my friend, the French sales- 
man, told me that he had explained the practical joke the 
clerks had played on me to Mr. Huot. He said that Huot 
had laughed till tears came to his eyes and then said, “Tell 
Timson all is forgiven and that if he’ll call on me I'll be 
glad to look at his samples.” 
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Review of the 


Retail Trade 


[CONTINUED FROM PAGE 64] 


height-tapered-look, in both heel 
and toe. 

Navy calf and black patent are 
moving well. Red, bone and blue 
calf are also in demand. Also be- 
ing shown are suede pumps in wil- 
low green, pale blue and azalea 
pink to go with spring outfits. Most 
numbers also have matching bags. 

Both closed models and open ones 
are moving well, but all emphasize 











One of a series featuring national advertisers who are Iselin clients 


Ephrata Shoe Company, Inc., is one of the notable shoe manufacturers 


the slim, graceful, lowcut look. The 
price range is from fifteen to thirty 
dollars with good volume in the 
$19.95 and up bracket. 





Is Now the Time 


to Modernize? 
[CONTINUED FROM PAGE 61] 

No matter what niche in the shoe 
retailing field the retailer may be 
in, another important point is that 
the store—his most effective sales 
tool—should be the most efficient 
to meet the individual needs of the 
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retailer’s own competitive situation. 

If it isn’t, now is the time to mod- 

ernize! 

At this point, if you’re a retailer, 
more than likely you will be say- 
ing, “I know my store isn’t the most 
efficient for my needs, but why 
should I modernize now?” 

This is one question that I’d like 
to answer with a few questions. 
Will your competition wait until 
next year? 

Are you getting the full volume 
potential from your current space 
layout? Or could reallocation of 
your current stock and selling areas 
free enough space for you to stock 
a new merchandise category or 
open a new department that would 
also open new traffic and volume 
potentials for your store? Remem- 
ber, added volume can mean not 
only greater gross profit but may be 
the “something extra” when added 
to your current net that can mean 
the difference between a so-so year 
and a good year. Another thought: 
added volume that you get is vol- 
ume that your competition won’t 
get. 

Could reallocation of your cur- 
rent stock and selling areas give 
you benefits through more efficient 
application of time and effort by 
your sales and stock room per- 
sonnel? 

With building materials and la- 
bor costs due to continue their 
steady rise, by modernizing now in- 
stead of next year, you would 
(a) save money on a project that 

the increasing pace of competi- 
tion will require you to under- 
take sooner or later anyway. 

(b) get the greatest volume poten- 
tial from every square foot of 
store space—plus the added po- 
tential volume from new mer- 
chandise categories or depart- 
ments that could be achieved 
through application of today’s 
space-saving devices. 

(c) get greater efficiency from your 
employes. 

(d) increase the dollar value of 
your store and property to a 
point that might very well be 
greater than the cost of the 
modernization project itself. 

These are tangible results that 
can come from a _ wisely-planned 
modernization project. In addition, 
there are many intangible results 
that also should be yours as a re- 
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sult of a modernization project. 

These include. 

1. the word-of-mouth interest that 
the project builds among your 
customers and potential custom- 
ers. (Almost everyone has enough 
curiosity to wonder what the 
“new” store will look like... 
and think of what it will do to 
your competition’s curiosity!) 

. a chance to put your best front 
forward in your bid for business. 
(Everyone—or almost everyone 
—prefers to shop in a new, mod- 
ern version of the store they’ve 
come to know and trust through- 
out the years.) 


. greater prestige with your cur- 


rent and _ potential 


resources. | 


(Every shoe manufacturer wants | 
to do business with a progres- | 


sive, up-to-the-minute retailer.) 


. the advantage of a new focal | 


point for advertising, promotion 
and publicity. 
Of course, timing is important 


when major modernization changes 

are planned. Even though experi- 
ence has proved that business need | 
not suffer while construction is un- | 
der way (some merchants reported | 


that customer interest in the proj- 
ect ran so high that business actu- 
ally increased during the renova- 
tion period), it is advisable to start 
the work following a major selling 
period, with an eye toward comple- 
tion just prior to the next peak 
period. 


When thinking about a moderni- | 
zation project, it is advisable to | 


keep in mind that the entire project 
need not—and often cannot—be un- 
dertaken as a single venture. Mod- 
ernization can be gradual — store 
area by area—and still be effective. 

Right after the spring-summer 
selling period might be a good time 
to kick off a modernization project 
—but no matter what time is se- 
lected as the starting date, now is 
the time to start exploring your 
modernization program plans with 
a competent store designer or archi- 
tect. 


Baker from Washington 
[CONTINUED FROM PAGE 34] 


base exchanges) because they are 
underpaid. 

Under the provisions of the pay- 
raise bill approved by the House of 
Representatives and almost certain 
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to be approved in the Senate, pay 
of all ranks and grades is to be in- 
creased substantially. 

The increases are in line with 
the recommendations of the so- 
called Cordiner (General Electric) 
Committee, which reported last 
year that the way to get a better 
class of serviceman is to raise the 
pay: scale. 

“When a post exchange can ac- 
count for as much as 40 per cent 
of the retail business done in its 
items in its selling area, now would 


No. 


certainly be the time to ask the Con- 
gress to require the post exchanges 
to return to the actual items of 
‘convenience and necessity’ they 
were originally set up to provide,” 
the NRMA says. 

Because very few retailers com- 
plained about government competi- 
tion last year, the House of Repre- 
sentatives told the Army and Air 
Force to take on extensive lines of 
men’s, women’s and children’s ap- 
parel, including complete lines of 
children’s footwear. 
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Black Cashmere 
Grain Square Toe 


No. 660 


Black Stitch 
& Turn Moc, A 6%-12 
B-C-D 614-13 


No. 136 
Black with Distinctive 
Baseball Stitching 
B 7%-12; C-D 6-12 
$5.50 


$5.50 


$4.80 


B 7%-12 
C-D 6-12 
$5.50 


B660 for Boys 
A-B-C-D 3-6 


There’s a look of LIGHTNESS and easy comfort about 
these exciting new Calumet Collegiates — and 


they're priced to sell at $8.95 


“Write for Your Fall Cataleg Today!" 
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LEVERENZ SHOE CO., SHEBOYGAN, WIS. 









SOLD ONLY IN THE FINEST STORES. | 


BUNTEES ARE A 
FAMILY OF FINE 
BABY SHOE 
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FOR THE 
CARRIAGE 









FOR 
RAMBLING, 
ROMPING, * 


Goodyear stitched leather sole! 





For complete coverage, Buntees meets your every 
need - - » from carriage thru walker stages with 
lightweight, flexible, all-leather baby shoes. 


R. J. POTVIN SHOE CO., BROCKTON, MASS. 





Letters... 
Is Effect of Shoe Imports Over-rated? 


I noticed an article in your RECORDER of April 15 
headlined “Increasing Shoe Imports Hurt U. S. 
Economy, Union Says.” 

It seems strange that as soon as there is a little 
recession in business the old “bogey man” of imports 
is dragged out. The facts are, in shoes, imports ac- 
count for approximately 1 per cent of the total 
production and, it is equally true, until this year 
American exports of shoes were far greater than 
imports. Even now they are approximately the same. 
The shoe trade is a part of the American economy 
and when we take the economy as a whole, exports 
exceed imports many times. 

As an American, I deplore unemployment among 
my fellow citizens but I am quite certain that im- 
ports have nothing whatever to do with unemploy- 
ment. Imports of shoes in the volume now coming into 
the U. S., or likely to come in the forseeable future, 
only serve to stimulate manufacturers here to pro- 
duce different types, and buyers here to buy more 
shoes. 

I am quite certain that if all the imports of shoes 
were stopped, the increase in employment would be 
negligible, but the results to our relation with 
friendly nations throughout the world would be 
disastrous. 





























EDWARD RATNER, PRESIDENT 
ANGLO AMERICAN AGENCIES CORP. 
NEW YORK, N. Y. 











A Voice Against Tax Reduction 


From all indications there is a stampede afoot 
for tax reduction. This would lead to deficit spend- 
ing, which creates inflation and works a hardship 
on people living on fixed incomes. Taxes are a bless- 
ing in disguise just as death. 

We should urge the Government to pump funds 
into the state and local subdivisions to stimulate im- 
provemerts which they cannot afford. 

It is a sorry state of affairs that our national 
economy is so disrupted with the lag in the auto- 
mobile industry, which actually produces a luxury 
item. 

The words of wisdom of Bernard Baruch should 
not have been discarded by the Administration. 

FRED MEYER 
PEOPLE’S SHOE STORE 
NEW ROCHELLE, N. Y. 


























In Lincolnshire, England, up until the time of the first 
World War, no wedding was complete until all the young 
folk who attended lined up in rows several feet apart, 
with the boys on one side and the girls on the other. 
Then the bride tossed one of her old shoes between them. 
It was immediately scrambled for and it was believed that 
whoever secured the coveted trophy would be married 
within the next twelve months. 

It was once believed in Ireland that burying the old 
shoes of a lost child was an unfailing means of bringing 
him back again. 
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Registration Climbs 
At West Coast Show 


LOS ANGELES—Registration of 
exhibitors for the West Coast Shoe 
Travelers’ Associates’ Fall Market 
Week has risen 10 per cent over 
last year’s figure, and George Rog- 
ers, chairman of the show, pre- 
dicted the event would be the most 
successful yet held here. 

Practically every room was sold 
several weeks in advance, Mr. Rog- 
ers, a Miami Footwear Company 
representative, said. The Market 


Doreen Dare, chos- 
en by WCSTA offi- 
cials as "Miss Foot- 
wear of 1958" and 
queen of Los An- 
geles show, shines 
her glasses in prep- 
aration for inspect- 
ing lines. 


Week is being held May 18-21 at the 
Alexandria and Biltmore Hotels and 
the Haas Building. 

Together with Executive Secre- 
tury Dave Klinesmith, Mr. Rogers 
planned a program with the theme, 
“Buy Early—Sell Early.” The 
schedule includes a breakfast Mon- 
day, May 19, with Freeman Lusk, 
producer-moderator of a TV discus- 
sion program, ‘Freedom -Forum,” 
speaking on civil defense. 

Tuesday evening is highlighted 
by a cocktail party, buffet dinner 
and dance with Bob Crane, CBS 
disk jockey, and his band supplying 
the music. A dance contest is also 
listed. 

Promotional efforts for the show 
have been strong. Attractions to 
induce buyers to enter a “peek-a- 
boo” room, where sample pairage 
from all exhibitors is on display, 
include an exhibit supplied by the 
California Display and Supply Com- 
pany. It shows new merchandising 
and dressing techniques, and com- 
pany representatives will assist re- 
tailers in solving display problems. 


George Rogers, 
Miami Footwear 
Company represen- 
tative and chair- 
man of WCSTA Fall 
Market Week, 
pauses near sign- 
post pointing way 
to the showing. 
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Traffic, Orders Increase at St. Paul 


Blacks Are the Show’s Top Seller in Women’s Fashion, Men’s 
and Children’s Shoes; Fill-ins Reported High on White Casuals 


ST. PAUL, MINN.—Both traffic 
and buying were up over a year ago 
at the Northwest Shoe Travelers’ 
fall showing at the St. Paul Hotel 
here April 26-29. Ed Trench, execu- 
tive secretary of the association, 
also estimated that attendance was 
35 to 40 per cent above that of six 
months ago. 

Buyers came from throughout 
Minnesota, North Dakota, South 
Dakota, Iowa, Manitoba (Canada), 
Wyoming, Nebraska and northern 
Michigan. Registrations totaled 589. 
Peak of the buying was at the open- 
ing of the show, and then it gradu- 
ally tapered off. Early fall delivery 
was requested. 

Blacks were still the No. 1 seller 
in women’s fashion shoes. More calf 
than suede was sold, largely because 
of the open winters the past two 
years in the Upper Midwest. Closed 
toe, closed heel was a general trend. 
T-straps were very important. Toes 
remain pointed and some had a 
filigreed cap. Many bows and 
buckles were evident throughout the 
show. 

Both high (spike) and medium 
(17/8 jordan) heels sold; it was 
about 50-50. Colors which moved, 
besides black, were browns, red and 
a neutral taupe shade. There was 
considerable interest in soft con- 
struction. In T-strap sandals both 
open and closed back were import- 
ant. There was a variety of color 
interest in deldi-silk suedes, especial- 
ly in green, rust and bright red. 

In women’s casuals there was 
interest in the high colors such as 
red, vicuna and textured and grained 
leathers. Black and various shades 
of tan also moved well. Leather 
interest was in calfs, kids, plushed 
pig and plushed elk. 

Exhibitors reported a terrific fill- 
in business on white casuals since 
the white shoe season opened in 
March. The early Easter plus warm 
weather in this area both made for 
considerable re-orders. Some sales- 
men said that this was their most 


successful show so far. 

Black predominated in children’s 
shoe sales, and there was interest 
in black nylon velvet for girls. 
Sandstone (dirty bucks) suedes for 
boys and youths also moved well. 
Buckles, however, were not selling. 

In men’s shoes black was sstill 
the strongest color, but dark browns 
also were good. The volume of men’s 
shoe business, though, did not ap- 
pear to equal the women’s shoe 
volume. Grain leather moved well as 
did smooth calf and “dirty bucks” 
in the popular-priced numbers. In 
men’s better shoes there was con- 
siderable interest in lightweight 
construction. Soft cowhide and shags 
(roughies) moved best in the casual 
types. There also was interest shown 
in square toes, although some 
buyers showed a reluctance to buy 
them. 


Unique Public Shoe Showing 
Planned in Laredo May 25 


LAREDO, TEX.—Governor Price 
Daniel of Texas has designated La- 
redo as the “Shoe Capital of the 
World” for the weekend of May 25 
in preparation for an open-to-the- 
public shoe fair. 

Sam Sullivan, president of Sam 
Sullivan Shoes, Inc., local retailer, 
who is sponsoring the Laredo Shoe 
Fair, said he believed the event will 
be unique in this country. Mr. Sul- 
livan announced that the 77 brands 
stocked in his stores are being in- 
vited to show their samples at El 
Cortez, a resort motel. The public 
will preview shoe styles on Sunday 
afternoon, May 25, but no orders 
will be taken. 

Tickets are being sold with the 
proceeds going to a_ scholarship 
fund. Models will show coordi- 
nated ensembles around the El 
Cortez pool, and a $30,000 display 
of “How Shoes Are Made,” from 
the United States Shoe Machinery 
Corporation, will be exhibited. Shoe 
organizations are cooperating in the 
venture. 
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$18,000 Remode 


“4 


ns Ohio Store 


Women's department at Lesseuer's Shoe Store in Crestline, O., is brightly lighted 
with fluorescent strips. Floral bouquets marked grand opening. 


CRESTLINE, O.—One of the 
brightest additions in years to this 
community’s business district was 
completed recently when Robert W. 
Lesseuer opened his newly remod- 
eled shoe store. 

Combining modern decor with 
ease of shopping and efficient sell- 
ing operations, the store has pro- 
vided this town of 4,600 with a 
striking example of modern mer- 
chandising. 

Shaped like an “L,” the store has 
a 50-foot glass frontage (the short 
leg of the L) in place of the old 20- 
foot front. An aluminum canopy 
offers shade and protection from 
the elements. 

Tastefully floored with Vermont 
slate is a recessed entrance at the 
apex of the L. Once inside, the 
customer can turn right to the 


juvenile department or go straight 
ahead into the women’s and men’s 
departments. Checkerboard tile 
flooring and carpet runners mark 
the way. 

Suspended from the ceiling, 
streamlined lights provide a maxi- 
mum of well directed lighting for 
displaying merchandise. Fluores- 
cent strips illuminate the long 
shaft of the L, housing the women’s 
department, with the light directed 
downward through a drop ceiling 
of expanded metal. The department 
features Red Cross and American 
Girl shoes. 

The juvenile department has a 
raised platform for fitting the 
youngsters. They reach it by a 
short stairway; they can leave via 
a sliding board. Lazy Bones and 
Blue Bonnet brands are stocked. 


The men’s department, to the 
rear of the women’s, features 
Freeman and Weyenberg Massagic 
shoes plus an assortment of men’s 
clothing. Customers can enter also 
from a side street. 

Customer reaction since the store 
remodeled has been described as 
“excellent.” Clerks and shoppers 
alike have found the separation of 
departments a great time-saver. 

Approximate cost of the remodel- 
ing project: about $18,000. 


Chicagoan’s Sales Appeal: 
‘You SHOE’D Buy Now’ 


CHICAGO—When Joe Goldstein 
heard about the automobile indus- 
try’s “You AUTO Buy Now” cam- 
paign, he decided a similar promo- 
tional effort ought to prove even 
better for soft goods like shoes. 

B & K Shoes, a family shoe store 
at 4334 N. Central which Mr. Gold- 
stein manages and partly owns, 
adopted for its slogan “You 
SHOE’D Buy Now.” It has been ef- 
fective in stimulating additional 
business. 

The store uses the phrase on 
banners in the windows and in 
newspaper ads. During the first 
week, a 10 per cent discount on all 
leather shoes was an added incen- 
tive. 

Said Mr. Goldstein, “We have to 
make extra sales effort in this so- 
called recession period. But there 
is money available and people will 
spend it. It takes hard selling in 
this period, and this is one way that 
is bound to bring results.” The 
Chicago retailer said he would like 
to see shoe manufacturers support 
a “buy-now” program on a nation- 
wide basis. 





Footwear Winners Named in National Paper Box Competition 


Miller “International” shoe box, left, m 
Sons, Inc., Long Island City, N. Y., was first among shoe 
boxes in annual Set-Up Paper Box Competition sponsored 
by National Paper Box Manufacturers Association, Phila- 
delphia. The box features embossing and gold-leaf stamp- 


ade for |. Miller & 


is 


ing on the lid. Second was "Young Capezios" box, center, 
made for Capezio, Inc., New York. Honorable mention 
went to "Hollywood Scandals" box used by Baronet Shoe 
Company, Los Angeles. 

at Detroit's Sheraton-Cadillac Hotel, May 14-18. 


Winning boxes went on display 
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N. Y. State Retailer 


In Business 50 Years 


GLENS FALLS, N. Y.—At age 
78, “Van the Shoe Man” has em- 
barked on his second half-century as 
a retailer here. 

Van is Jay Van Vranken. Fifty 
years ago he bought out another shoe 

store and opened 
his shop at 13 
Ridge St. Since 
then the store has 


outgrown two lo- | 


cations, opened a 
Saratoga, N. Y., 
branch, and added 
children’s 
ing and nursery 
furniture depart- 
® ments to its main 
JAY VAN VRANKEN store. 

A few weeks ago a full-page ad- 
vertisement in the local newspaper 
told customers about the anniversary 
and announced that “free silver dol- 
lars” would be given with $10 pur- 
chases and “free half-dollars” with 
$5 purchases. 

The ad proclaimed too that it has 
been quality, low prices and friend- 
liness, not age alone, that made the 
business flourish. 

Van’s moved to its present Glens 
Falls site at 29 Ridge St. in 1949. 
Five years later the firm added the 
second-floor “children’s fair’ and the 
third-floor department of nursery 
furniture and toys. Today Van’s has 
16 employees. Officers of the corpo- 
ration include Mr. Van Vranken, his 
sons, Walter F. and Jack, and Rob- 
ert O’Rourke. 

A leading advertiser, Van’s was 
fifth in the nation among shoe stores 
in 1954 lineage. In 1952 the elder 
Mr. Van Vranken won a certificate 
of distinction in the Brand Name 
Retailer of the Year contest. 

And fifty years after he started, 
Mr. Van Vranken still goes to his 
store each day. 


8th Thom McAn for Dallas 


DALLAS, TEX.—Thom McAn 
shoe chain has opened its eighth 
store and third highway center in 
greater Dallas, in the Casa View 
Shopping Village. Thomas O. Shee- 
ran, district director, said the store 
has an area of 5,400 square feet 
and parking space for over 350 cars. 
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Trimfit and Shirley Temple 


‘ Renew Tie-in After 22 Years 


NEW YORK — History has re- 
peated itself for Trimfit Socks and 
Shirley Temple. 

Twenty-two years ago, Trimfit 
Hosiery scored a_ solid success 
through a tie-in promotion with 
Shirley Temple, then the nation’s 
film sweetheart. Now once again the 
Temple name will be the keynote of 
a new line of the firm’s socks. 


YOU DON'T 
HAVE 
0 BE cas 


Arnold Kramer, Trimfit’s presi- 
dent, said the promotion will be 
backed with a full program of in- 
store displays and other selling aids. 
The numbers included are toddler 
styles in staple cottons, stretch 
fancies and Ban-Lon plain anklets 
and children’s styles in Ban-Lon 
anklets, stretch nylon fancies, Ban- 
Lon Knee-Hi’s and Triple Rolls. In 
addition Trimfit has created an ex- 
clusive line of Shirley Temple tights 
in mother-daughter sizes. 
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THE KEY TO FOOT-BALANCE 


IN STOCK 


No. 64 Brown Alpine 
No. 645 Black Alpine 


a trained foot-fitting specialist 


to build a steady repeat business with Alden- 


Pedic shoes. Many family shoe stores successfully 


use Alden-Pedic shoes to satisfy “hard-to-fit” cus- 


tomers. Learn how our exclusive Foot-Balance” 


program lets you do the same. 


Cc. H. ALDEN SHOE COMPANY 
Custom Boolmakers Sana 1884 


BROCKTON, MASSACHUSETTS 
senate CNH a 


93 
















DENVER—Six weeks’ extensive 
remodeling, both inside and out, has 
transformed an old-established com- 
fort shoe store into this city’s new- 
est and probably most striking 
fashion footwear salon. Sabel’s 
Fine Footwear for women and men 
is the new store, at Tremont and 
16th Sts. in downtown Denver. 

Traffic potential for this corner 
shop is now “tremendous,” in the 
words of Phil Haning, general man- 
ager. The store is across the street 
from the new May Company-Dan- 
iels & Fisher store, now nearing 
completion, and across, too, from a 
new outdoor skating rink. It’s also 
within a block of a hotel now under 
construction and three fine old ho- 
tels. 

“People can see in and we can 
see out,” said Mr. Haning, as he 
listed the reasons for the kind of 
remodeling done to the store, for- 
merly known as Dr. Cramer’s Foot 
Comfort Shop. C. S. Sabel is the 
local owner of the store and also 
of Rudolph’s Shoe Store in lower 
downtown. Robert Iverson, Murdo, 
S. D., is a co-owner. 
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Fashion Chases ‘Crutch Stigma’ After Shop Remodels 


The corner of the old store was 
torn out and replaced with a re- 
cessed entrance of red sandstone, 
brick, glass and aluminum. One 
side closed to Tremont St. was given 
a dropped wall effect, and hidden 
stock space was provided on the in- 
terior or north wall. Window spaces 
were changed to allow more day- 
light and easier access for display, 
with an entire display window 
fronting 16th St., the main shopping 
street, and two fronting on Tremont. 

The ceiling was lowered and re- 
placed with textured sunglass, and 
white fluorescent lighting gives a 
daylight effect. A nautical theme 
has been carried out through the 
store with wood panels and trim- 
ming in surfboard with Swedish fin- 
ish. Surfboard flowerboxes add to 
a cheerful atmosphere, 

Upholstered seats and_ stools 
carry out the nautical theme in 
lightweight upholstered construc- 
tion. 

Shelving has been rearranged in 
the old stockroom in the rear af- 
fording many more pairs of shoes; 
aisles are 32 feet wide. 
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Free Kleenette 
Folders and 
Merchandising Tags 
for Kleenette 


Write for Samples 
A.H.Ross & Sons Co. 


Chicogo 22, lilinow 





Down She Goes!—Up Goes 


The hosiery, polish and handbag 
bar has been moved to the left of 
the store entrance. 

The store, the interior of which 
was designed by the International 
Shoe Company, covers 2,000 square 
feet of floor space with a full base- 
ment. At present Sabel’s carries 
Johansen and Vitality shoes and 
some Dr. Locke’s comfort shoe 
styles for women, plus Allen-Ed- 
monds, Crosby Squares and Crosby 
Square Juniors for men. By fall, 
Mr. Haning plans to remove the 
comfort shoes to Rudolph’s store 
and add more high fashion lines. 

“The whole change involved tak- 
ing an old store with a ‘crutch stig- 
ma’ and transforming it into high 
fashion, which meant compiete re- 
modeling,” said Mr. Haning, a shoe 
retailer for 27 years. “The remodel- 
ing is also in line with the modern- 
ization and central area planning 
of downtown Denver. We hope to 
make this store and Rudolph’s the 
nucleus of a chain of fashion shoe 
stores throughout the state.” 


Manchester, N. H., Store 
Starts ‘Shoemobile’ Service 
MANCHESTER, N. H.—To ac- 
commodate customers unable to go 
downtown to purchase footwear, 
Simonds Footwear Center has be- 


| gun operating this city’s first “shoe- 


mobile.” It will serve Manchester 
and suburbs with deliveries on 
Monday, Tuesday and Wednesday. 

There is no extra charge for the 


| service, which takes a wide selec- 
| tion to the customer’s door. 





Newly installed sliding board is proving 
popular with the younger clientele at 
Gallenkamp's Shoe Store in the Hills- 
dale shopping center at San Mateo, 
Calif. The store also has a pedal-pow- 
ered merry-go-round. 
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Francis Partleton Rejoins 
Washington Firm as Buyer 


WASHINGTON, D. C. — Frank 
Rich, president of Rich’s, which 
operates three 

stores in the 

Washington area, 

announced that 

Francis L. Part- 

leton has rejoin- 

ed the company 

as buyer of men’s 

shoes. He _ re- 

places Bernard 


X-Ray Fluoroscopes Banned 


COLUMBUS, O.—Use of X-ray 
fluoroscopes for shoe fitting is now 
taboo in Ohio. But the ban, which 
went into effect May 1, was not ex- 
pected to affect many stores, for 
most had already discontinued 
using the machines. 

The Ohio State Health Depart- 
ment took action after a public 
hearing in April, when no one ap- 
peared to oppose the proposed ban. 
Local health departments will han- 


§ Gardner, who has ¥ 


F. L. PARTLETON 


51% ears to join 
the Hecht Company in Baltimore as 
men’s shoe buyer. 

Mr. Partleton first joined Rich’s 


in 1952 but resigned to become | 
men’s shoe buyer at the Hecht Com- | 


pany in Washington. At 34, he is 
one of the youngest shoe executives 
in this area. 


‘Flip-Top’ Window Display 
An Eye-Catcher in Omaha 


OMAHA—A “flip-top” shoe win- | 
dow display, modeled after the L&M | 


cigarette package, has attracted 


wide attention for J. L. Corbaley & | 


Son, Inc., shoe store here. 


Lewis §S. Corbaley, store owner, | 


designed the display for men’s 
shoes which employ the Shu-Lok 
fastener. On a giant cigarette pack 
of glossy red and white paper, he 
inscribed this message: “Now— 
Flip Top Shoes.” Pairs of shoes 
surrounded the display. With an 
electric motor and chain, the lid of 


the giant pack was made to move 


up and down. 


Shoe Executives Among 20 
In Audience with President 
WASHINGTON, D. C.—Two shoe 


executives were among a group of | 


20 retailers who visited President 


Eisenhower recently to report that | 
retail business, except for automo- | 


biles, was good. 


They were David W. Herrmann, | 
executive vice-president of the Mel- | 


ville Shoe Corporation, New York, 
and Edward Atkins, executive vice- 
president, National Association of 
Shoe Chain Stores. Except for auto 
sales, total retail trade was up 1.7 
per cent in March over the same 
month last year, the group noted. 
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dle enforcement of the regulation, 
which allows use of the fluoroscopes 
only by physicians, chiropodists 
and medical schools. 

The Ohio Public Health Council 
pointed out that all fluoroscopes 
give off some radiation, which is 
picked up by both customers and 
clerks. The amount of radiation is 
slight, officials said, but might be 
dangerous if mothers visited a num- 
ber of stores before buying a child’s 
shoes. 


O.: service is tailored to provide all the 
working capital any qualified client needs, 


without increased borrowing, diluting 
profits or interfering with management. 


Information available for any manufacturer or 
distributor with $500,000 or more annual sales. 





Premiums with Shoe Sales 
Promoted by TV in Denver 


DENVER — Stimulating parents, 
relatives and friends into buying 
shoes so that the youngsters in the 
family can get premiums is the main 
purpose of a half-hour TV series 
which Rollnick Shoes, mountain 
states chain of 10 independent 
stores, has been conducting during 
recent school months. Increased sales 
not only in children’s but in men’s 
and women’s shoes have resulted. 

“Brave Eagle,” a 30-minute serial, 
is scheduled from 6 to 6:30 P.M. 
each Thursday. As in past years, 
Phil Rollnick, supervisor of stores, 
said, the program is prepared in 
cooperation with the Denver and 
suburban police departments and the 
public schools. Safety contests are 
included in the show and other com- 
munity service programs are used 
periodically. 

“The premiums are designed for 
children only,’ said Mr. Rollnick. 
“The youngsters get their relatives 
and friends to save trading cards 
given with each purchase of Rollnick 
shoes. The premiums tie in with 
the theme of the show.” 


lith Baker’s in Detroit Area 


ST LOUIS — Baker’s opens its 
llth store in the Greater Detroit 
area May 15. The new outlet is in 
the L-shaped St. Clair Stores Shop- 
ping Center, a suburban develop- 
ment northeast of Detroit. A park- 
ing area accommodates 1,700 cars. 


Charlottesville, Va., Store 
Celebrates 75th Birthday 


CHARLOTTESVILLE, VA.—This 
city’s oldest shoe store has marked 
its 75th birthday. The W. J. Keller 
Company invited customers and 
friends to an open house celebrating 
the occasion. 

Founded in 1883 at 404 East Main 
St., the store has occupied the same 
site ever since. Manager is Everett 
B. Cox, a veteran of 36 years with 
the company. He assumed the post 
in 1954 when George C. Robertson, 
an employee for 58 years, retired. 

The Keller store, named for one 
of the partners who founded it, 
stocks four brands of men’s shoes, 
12 of women’s and three of chil- 
dren’s shoes. J. T. Davis is assistant 
manager-buyer. There are six others 
on the staff. 


100 McDonald Departments 
Coordinate Ads and Displays 


HASTINGS, NEB.—J. M. Mc- 
Donald Company’s 100 family shoe 
departments in the Midwest and 
Mountain states are now presenting 
coordinated advertising and window 
display promotions as the result of a 
new schedule in which advertising is 
planned over a three-month period by 
Charles E. Marlowe, advertising 
manager, and his assistant, Mrs. 
Margaret Hall. 

The advertising is done centrally 
at the Hastings headquarters, Mr. 
Marlowe explained, to afford spe- 
cialization and to permit managers 
to utilize more time for their indi- 
vidual store operation. Windows are 
set up and photographed for each 
week’s promotion as part of the new 
plan. The photos are sent out with 
typed instructions. 

About 10 days before the first pro- 
motion of the month, layouts, copy 
instructions, window photos and sign 
cards are distributed, each store re- 
ceiving a complete set. In addition, 
400,000 circulars are sent out for 
each of two annual major chain-wide 
promotions. 





SELL 


FOR GOOD SHOES 


A QUALITY DRESSING 


MELTONIAN 


coat 


WELTS 





In Stock 





MANUFACTURED IN 
ENGLAND AND 

USED THE WORLD 
OVER FOR MORE 
THAN 100 YEARS... 


AGENTS 


460 FOURTH AVE. * 





SALOMON & PHILLIPS 


NEW YORK 16, N. Y. 


Advertised. 





The Right Price & Lines 


are on this SADDLE by 
FOOT KING® 


GOODYEAR 


PAUL K. HAWKS says this is one of his better selling numbers with 
the added advantage of availability in stock in widths! 

Black & White Saddle with 21 Iron Black Crepe sole 29177, 

B, C, D, E $5.40 
As above except Natural Brushed Leather, Black saddle 

29179, C, D. $5.40 
BOYS'—Black & White saddle, sizes | to 7 width B, C, D, E. 


Price 
FOOT KING@®—the Independent Retailers’ 


FOOT KING ® means BUSINESS 


Dept. 515, A. S. Kreider & Son Co., PALMYRA, PA. 


(Not connected with any other firm of similar name) 


#29177 

Widths 

8B, C, 0, E 
Price only $5.40 
net 


$4.55 

best resource for com- 
petitive SHU-LOKS®; *RIPPLE SOLES@®; CASUALS: ALPINE BOOTS 
and OXFORDS; and many other wanted styles that sell. Nationally 


*TM RIPPLE SOLE CORP. 
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your best way 
to serve 
a big market! 


Eliminate fitting problems... 


pre-molded counters. Resilient spring 
steel shanks. Many styles. 
Moderately priced. 


SIZE 
RANGE 


AAAA . 6% to 12 

-5 to13 

- 4% to 13 

-4 t013 

. 3% to 13 
to 13 
to 13 
to 12 
to 12 
to 11 
to i) 
to 10 
to 10 
to 3 
to 3 


EEEEE. 
EEEEEE. 
EEEEEEE. 
EEEEEEEE . 


FPBWWWWWWWW 


Fast 24-hour in-stock service ... largest size-range in world! 
Some styles 2% to 13; AAAAA to EEEEEEEE 


WRITE FOR CQTALOG SHOWING DR. SCHOLL’S MEN’S AND WOMEN'S SHOES 


THE SCHOLL MFG. CO., INC. 


Nationally 
Advertised 


DS‘ Scholls 
SHOES 


increase your repeat business! Made over 26 different y 
lasts, each designed for a particular type of foot. 1 eee 
Choicest leathers. Right and left individual 





Style 2367A 

Black kid blucher. 
Long Inside counters. 
12/8” leather heel 

with 34" rubber top lift. 
Also in white. 








Chicago 10, Illinois, New York 11, N. Y., Los Angeles 58, Calif 





Repair Shop in Shoe Store 
Proves an Incentive to Sales 


LAKEWOOD, COLO.—A shoe re- 
pair shop in the rear of a modern 
family shoe store in a suburban 
area is worth more than a news- 
paper ad and brings in extra new 
shoe sales, according to Pearl R. 
Hudson, owner and manager of 
Hudson’s Shoe Store. In fact, says 
Mr. Hudson, he attributes 20 per 
cent of his shoe sales volume to 
the traffic brought in by the mod- 
ern, busy repair shop in the rear 
of his store. 

Mr. Hudson has just moved his 
store to his own building, where he 
is expanding operations. Shoe re- 
pairs are advertised from front 
windows along with the indepen- 
dent lines of new shoes—Weyen- 
berg’s for men; Acrobats and Step- 
masters for children, and Natural 
Poise and Petite Debs for women. 

Customers with shoes to be re- 
paired enter through the front door, 
follow shadowbox and pegboard 
displays of new shoes, walk over 
soft carpeting in yellow and aqua 
tones past new yellow, upholstered 
fitting chairs to reach the repair 
shop where two men are at work. 
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NEW YORK—I. Miller and Mil- 
lerkins shoes for fall 1958 were 
presented to the press at a break- 
fast meeting which also featured a 
runway showing of trend clothes 
from the Paris high-style cou- 
turiers. The new proportions in 
these clothes —higher waistlines 
and shorter hemlines—are bring- 
ing in a wew balance to the figure, 
according to Helene Obolensky, re- 
cently returned from Paris, where 
she worked with Andre Perugia, I. 
Miller’s Paris designer. 

This new proportion allows new 
scaling in lasts and heels, said 
Eleanor Howard Franckel, vice- 
president in charge of fashion and 
design for I. Miller & Sons, Inc., at 
Long Island City, N. Y. M. Peru- 
gia’s French Look last has been de- 
signed for the new mobile clothes. 
The 19/8 spoon heel is underslung 
to balance’ the new posture. The 
Millerkins fall line also has a new 
17/8 stacked heel, triangular in 
shape and underslung. 

A new color called Hue was in- 
troduced in both I. Miller and Mil- 
lerkins shoes. Suede and calf com- 
binations were shown in several 


CANCELLATION SHOE*STORE OWNERS: 


MP” OVERHEAD 
CAN FOO: YOU 


The total sales...NOT the kind 

of sales determines the overhead 
expense or COST 

OF DOING BUSINESS. 


sells large quantities of 

quality branded shoes and meets 
competition nationally. Weil 
offers better values and 

wider selections, which has 
resulted in consistent leadership 
... Satisfied customers... 

for over 25 years. We invite 
inquiries by mail, wire, phone. 


shoe company 


1215 Washington Ave., St. Louis 3, Mo. 


CE. 1-4898 
SAMPLE ROOMS: 138 Duane St., N. Y.—Alexandria Hotel, Los Angeles 
“WHILE IN TOWN SEE WEIL" 


CE. 1-3762 


Quality Shoes Since ‘32 





‘New Figure Balance’ Cued Miller Styles, Press Told 


Miller styles. A new zephyr weight 
construction in counterless, seam- 
less pumps also debuted at the 
showing. A satin lining, unbreak- 
able heels and a square throatline 
were part of this pump group. A 
variety of side treatments, includ- 
ing some scroll appliques, was the 
feature of another group of Miller 
pumps. In the Millerkins, a collec- 
tion of unlined pumps and a 10/8 
stacked heel were features. 

“Traveling Lights” in the Miller 
collection included glace calfskins, 
two-way naps and suedes and elas- 
ticized panels. In the Millerkins 
line there were both traveling 
shoes and “Waterproofs,” the lat- 
ter made water-resistant. A series 
of “Straplines” was shown in both 
the Miller and Millerkins collec- 
tions. 

A variety of leathers—smooth, 
glace, suede, two-way nap and rep- 
tiles—was typical of both lines. 
Fabrics also played an important 
part. In Miller shoes, silks, includ- 
ing prints, satins, velvets and bro- 
cades are being used in a variety 
of brilliant colors as well as black. 
Tapestry is also used. 





e What's New 


Cowboy House Boot Offers 
Rubber Soles, Flannel Lining 


Child's all-glove leather, full-grain cow- 
boy house boot has quiet Cush-N-Crepe 
rubber soles and contrasting plaid flan- 
nel lining for warmth. Genuine saddle 
top stitch and easy pull-on back tab are 
special features. Colors are black, red, 
brown, blue, and cream with contrast- 
ing trim. It's made by Jay-Thomas Foot- 
wear Inc., Milwaukee. 





New Gel for Shoe Lasting 


MALDEN, MASS.—K. J. Quinn 
& Company announced it has in- 
troduced a new product called 
“Heel-Slip,” a non-adhesive, color- 
less gel designed to facilitate shoe 
lasting without heel papers. 


International Markets New Line of Sports Boots, Shoes 


ST. LOUIS—A new line of sports 
boots and shoes designed especially 
for hunters and outdoorsmen has 
been announced by International 
Shoe Company. Featured are two 
entirely new waterproof numbers 
and two other numbers of a water- 
resistant leather material used for 
the first time in boots. 

Aimed at giving the nation’s hunt- 
ers that “dry comfort feeling,” the 
new line is believed to be the first 
introduced by any large volume shoe 
manufacturer to 
suit the specific 
needs of the 
United States 
hunters’ market, 
estimated at 15 
million. The 
sports boots and - 
shoes have been Waterproof 10-inch 
labeled Rand welt boof, the 
Sharpshooters, ;Saarpehoeter’ is 
City Club Re- national's sports 
trievers and John line. 

C. Roberts Outdoorsmen. 

Tested under water, day and night, 
for six weeks without a leak, the 
completely waterproof, leather-lined 


boot and shoe numbers occupy the 
feature spot in the new line. They 
are made of syl-fiex leather, a re- 
cently introduced, water - repellent 
leather. Seams on the flush side of 
the patterns are sealed with a spe- 
cial self-vulcanizing compound. 

Cherokee tanned crushed grain 
leather is introduced for the first 
time in a 10-inch boot and matching 
six-inch shoe. According to company 
sources, the leather has been used 
before in dress shoes, but never in a 
sports boot. Soles are made from 
cushion crepe rubber. 

Ten stock numbers make up this 
all-welt, service shoe line, made on 
the Woodsman last. Eight of the 
numbers fall into the eight to 10- 
inch boot category and two in the 
six-inch shoe category. All are 
either completely waterproof or wa- 
ter-resistant. Several insulated num- 
bers are in the line, which will retail 
at a suggested $14.95 to $27.95. 

The sports boots are currently be- 
ing presented to prestige sporting 
goods stores, department stores and 
shoe dealers along with national and 
local promotional programs. 








FOOTWEAR 


r > 
> WANTED < 


MANUFACTURING COMPANY 


U 


ODDY 
© Moccasins 


WORLD'S LARGEST STOCK! 


Colorful and com- 


Over 150 styles. 
fortable. Best selling indoor and out- 
door styles for every member of the 
family, for every season. Stocked in 
depth for same day delivery. Satisfac- 
tion Guaranteed. 


Our client desires to acquire a manufacturing 
company producing any type of footwear with 
the exception of ladies’ style shoes. It must have 
sound and proven top management willing to 
continue to assume that same responsibility. The 
company we are seeking should be well estab- 
lished in its field with good prospect of continued 
growth in the future. A large or medium sized 
firm is preferred; however, smaller firms will be 
considered. 


WRITE FOR 
PRICE LIST 


SPIEGEL-STANLEY CO., Portiano 3, Maine 


FIRST CHOICE = 
WITH G H 
TOP RETAILERS 
AND 

REALBOYS ~——————.. 


(Ga a3 


ree au Bovs Action S08 
GERBERICH-PAYNE SHOE co. 


PENNSYLVANIA 


Successful management seeking to remove 
their investment from the company, but retain 
their management authority, would be of particu- 
lar interest. 


Please reply by mail. Replies will be held in 

strictest confidence. ALSO MAKERS OF 
SCOTT ROBERTSON, President 
Robertson, Buckley & Gotsch, Inc. 

108 N. State Street, Chicago 2, Illinois 2 | 
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MOUNT JOY 















ON 


majorette 
boots 









Made to specifications of 
official drill teams and 
bands. Top quality — 
made on boot lasts. 


5iti—Sizes 5!/2-8. ..$3.90 
5121—Sizes 8!/2-12. .$4.10 
5122—Sizes 12!/2-3. .$4.35 
5323 (stitch down) Sizes 

4-9...... $4.80 
5323 (Littleway) Sizes 

4-9...... 5.60 







SAME DAY SERVICE 







Tassels, 25¢ pr. 


BERNED SHOE COMPANY 


207 Essex Street, Boston I1, Massachusetts 
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Drive Ins 


No Service 
Charge for 
Small Orders 


Extra Colored 


81 READE 


Addres$ 





One of America’s Finest Resources for 


* SAMPLES \ 


* CANCELLATIONS 


Branded Shoes first quality 
from outstanding makers. 


IDEAL FOR : 
Cancellation Stores 


Bargain Basements 














LOTS 





YORK 7 
WOrth 2-518 





STREET NEW 


ALBARISHOE «+ Phone 














Basco Introduces New Line 
Of Seven Ice Skating Outfits 
















Boston Athletic Shoe Company, Cam- 

bridge, Mass., looks to next winter with 

new Ice Wing line of skate outfits, in- 

cluding four for youngsters and three 

for adults. This is men's black (with 

brown elk trim), hard-toe hockey skate, 
made in sizes 4-12. 














Skimmer Sole in ‘Package’ 


NASHUA, N. H.—Beebe Rubber 
Company announced it is marketing 
a package which teams its new 
Skimmer sole with the new, light- 
weight Beebe Super-Soft Wood Core 
Heel and a resilient rubber heel 
base. 

The Skimmer sole, developed for 
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men’s cemented shoes and _ intro- 


duced recently, has already been 


used by many shoe manufacturers 
with the wood core heel and rubber 
heel base, according to E. Colman 


Beebe, company president. He said 
the result is a flexible, lightweight 
shoe. Mr. Beebe added that the half- 


inch heel and rubber base may be 
used either for cement or welted 
shoes. 


Soft, Shock-Absorbent Foam 
Used in Scholl Cushioning 


CHICAGO—A new shock-absorb- 
ing cushioning material, Vi-Foam, is 
being used in a number of products 
of The Scholl Manufacturing Com- 
pany, Inc., it was announced. In- 
soles, cushion supports, arch cush- 
ions, open toe-open heel, metatarsal 
and heel cushions are all being pro- 
duced in the material. 

Vi-Foam is described as a supe- 
rior cushioning, shock - absorbing 
foam, extremely soft, highly resilient 
and light in weight. Company offi- 
cials say it will not mat down or de- 
teriorate with age and that it is 
washable, shrink-proof, odorless and 
unaffected by perspiration or grease. 


e Financial 
Brown Co. Back in the Black 


PORTLAND, ME.—Brown Com- 
pany, maker of paper products in- 
cluding innersoling, is operating at 
a profit now after showing a slight 
loss early in the fiscal year which 
started December 1. A. E. H. Fair, 
president, told stockholders at their 
annual meeting that “the outlook 
now appears to be more promising 
than earlier in the year.” 

He said, “We expect to do sub- 
stantially better in the second 
quarter due to anticipated better 
volume, as well as improved operat- 
ing efficiencies.” 


Shoe Corp. of Canada Gains 
TORONTO, ONT.—First-quarter 
sales of the Shoe Corporation of 
Canada increased 15 per cent over 
1957, according to Executive Vice- 
President William Cranston. He at- 
tributed the upswing to a “growing 
demand for popular-priced, ultra- 
flexible footwear.” Hewetson of 
Canada division led the sales in- 
crease with an 18 per cent boost. 









© Obituaries 


Morton Aaronson, Esquire 
VP, Victim of Mid-Air Crash 

LOS ANGELES—The shoe indus- 
try mourned the death of Morton 
A. Aaronson, 40, vice-president of 
the Esquire Shoe Polish Company, 
in a tragic airline crash which 
killed 48 others, three weeks ago. 
He was a passenger on the United 
Airlines DC-7 that collided with an 
Air Force jet trainer over the Ne- 
vada desert, April 21. 

Mr. Aaronson had planned to take 
a flight the night before, but made 
reservations on the ill-fated plane 
after deciding to spend the evening 
with his family. 

Before coming to the Esquire 
company, Mr. Aaronson had been 
with the Paul Landesman Leather 
Company. He joined the shoe polish 
concern 12 years ago as district 
manager and worked his way up. 

He is survived by his wife, three 
children, Joel, 16, David, 13, and 
Julia Ann, 7; his parents, Mr. and 
Mrs. Sam Aaronson; a _ brother, 
Larry, and a sister, Mrs. Ben Cohen. 


John S. Zurowski 


KENOSHA, WIS.— John S. Zu- 
rowski, 47, manager of a Big Shoe 
Store outlet here, died recently. A 
native of Milwaukee, he was em- 
ployed in a Big Shoe Store there be- 
fore being transferred to Kenosha 
six years ago. 

Surviving are his wife, Kathryn, 
and two brothers, Joseph, of Tucson, 
Ariz., and Anthony, of Greendale, 
Wis. 


Bates B. Craver 


WATERBURY, MASS. — Bates 
Bartlett Craver, 67, formerly asso- 
ciated with the United States Rub- 
ber Company at Naugatuck, Mass., 
died April 20 after a short illness. 
Mr. Craver was a director of Bates 
Shoe Company. 

He retired from U. S. Rubber 12 
years ago. Earlier he had been as- 
sociated with the Hood Rubber 
Company, Watertown, Mass., and 
the A. J. Bates Company, New York. 
He is survived by his widow, Isa- 
bel; a daughter, Mrs. Franklin E. 
Penn; a brother, Edgar A. Craver, 
and two grandchildren. 











These are a few of the exciting 


styles by ALTSCHUL that can 


be seen along with the 


NEW FALL & WINTER ‘58 & ‘59 
COLLECTIONS OF 
JUVENILE & TEEN-AGE WELTS 


GRAY VELOUR BUK BAL “U" THROAT OXFORD 


Cushion Crepe Sole @ Long Arch Supporting 

Counter @ Right & Left X-Ray Steel Shank © 

Nailless Heel Seat 

M935; 4%-10, 12%-3, B-EE-—L935; 5-10, AA-A 
B, C, D, 4-9, E, BE 


“BLUE & WHITE “R-ex” BLUCHER SADDLE 


(Supportive Features) 
C615 “‘R-ex” ; 8%-12, A-EE®, Thomas Heel 
M615 ‘‘R-ex’”’; 12%-3, A-EEB, Thomas Heel 


*BLUE & WHITE ‘‘R-ex’’ BAL SADDLE 
L615 “‘R-ex’’; 5-10, AA-EE, Thomas Heel 
*Also Stocked in Normal Construction 


BLACK ELK SCUFF WING TIP “R-ex” OXFORD 


(Supportive Features) 
C237 ‘‘R-ex’’; 10-12, B-EEE, Thomas Heel 
M237 “‘R-ex’’; 12%-3, B-EXE, Thomas Heel 


JULIUS ALTSCHUL, INC. 


Creators of “NATURE’S OWN” straight last footwear 
117 Grattan St., Brooklyn 37, N.Y. © HY 7-4500 
TESTED & PROVEN SINCE 1899 











Frederick A. Kuhnert Dies; 
Made Shoes for Quintuplets 


ROCHESTER, N. Y. — Frederick 
A. Kuhnert, 84, a retired shoe manu- 
facturer whose firm once made shoes 
for the Dionne quintuplets, died 
here April 20. Mr. Kuhnert was 
president of the old F. A. Kuhn- 
ert Shoe Corporation for about 
20 years, specializing in children’s 
shoes. 

In 1939, Mr. Kuhnert visited the 
northern Ontario home of the Di- 
onnes to contract to make shoes for 
the famous sisters, then five years 
old. 

The W. B. Coon Shoe Company 
bought the Kuhnert firm in 1939. 

Mr. Kuhnert’s survivors include a 
daughter and two sons. 


Moe P. Gingold 

NEW YORK—Moe P. Gingold, 61, 
a salesman for the Vogue Shoe Com- 
pany of Los Angeles, died here April 
19. Associated with the women’s 
shoe industry for 35 years, he was 
a member of the 210 Associates and 
last year served as a shoe industry 
chairman for the sale of Israel 
bonds. He lived in Belle Harbor, 
Queens. 

Survivors include his wife, Jo- 
sephine F.; a son, Robert P.; a 
daughter, Mrs. Mary McCarthy; 
three sisters and two brothers. 


Joseph Rosenblum 

IRVINGTON, N. J. — Joseph 
Rosenblum, 56, manager of the An- 
sonia Shoe Store here for nine 
years, died April 22 of a heart at- 
tack. He was on his way to a hospi- 
tal at the time, after being stricken 
in the store. 

Mr. Rosenblum, who was once in 
the wholesale shoe business in 
Brooklyn, is survived by his widow, 
Mary; his mother, Mrs. Lena Rosen- 
blum; five sisters and a brother. 


Gasper Salvage 

SPRINGFIELD, MASS.—Gasper 
Salvage, 56, co-owner of Carter 
Shoe Store on Main St. here, died 
April 19. He and his brother, 
Abraham, had founded the shop in 
1921. 

Mr. Salvage was a member of the 
210 Associates of Boston. He is 
survived by his wife, Gweyn; Abra- 
ham and two other brothers; three 
sisters and three grandchildren. 
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E. G. G. Brooker 


NEW YORK—E. G. G. Brooker, 
one-time director and vice-president 
in charge of sales for the United 
States Leather Company, and more 
recently a leather consultant, died 
here after a long illness. He was 69. 

His career in the leather business 
started in 1908 when he became an 
accountant with U. S. Leather. He 
progressed through various posts 
until he resigned in 1935. During 
World War II he served on the War 
Production Board. Later he contin- 
ued to be identified with the indus- 
try domestically and in foreign trade 
until shortly before his death. 

Mr. Brooker, who lived for many 
years in Keyport, N. J., is survived 
by his wife, Ruth, and a sister, 
Mrs. Elsie Borgorelli, of Truro, 
Mass. 


Alfred A. Snyder 


GIRARD, O.—Alfred A. Snyder, 
75, a former executive of the Ohio 
Leather Company, here, died April 
19 in a Youngstown, O., hospital af- 
ter a long illness. 

Mr. Snyder joined Ohio Leather 
in 1917 and when he retired in 1954 
he was assistant to the president 
and assistant secretary. He was a 
past president of the Kiwanis Club 
in Girard. 

He leaves his widow, Helena; a 
daughter, Mrs. J. D. Herald, of Up- 
per Sandusky, O., two sisters, two 
brothers, five grandchildren and 
three great-grandchildren. 


Emil Aldrich 


LOS ANGELES — Emil Aldrich, 
82, a pioneer merchant here who op- 
erated the Western Shoe Company 
store on South Broadway for 58 
years, died April 19 after a brief 
illness. Surviving are his widow, 
Dorothy; a son, John, and two 
daughters, Mrs. Audrey Hart and 
Mrs. Natalie Shore. 


Percy L. Thigpen 

ROCKY MOUNT, N. C.—Percy L. 
Thigpen, 74, a partner in the Rocky 
Mount Shoe & Clothing Company 
and one of the city’s oldest mer- 
chants in terms of years in busi- 
ness, died April 20 after a long ill- 
ness. 

Surviving are his widow and a 
daughter, Mrs. Warren H. Linde, of 
Charlotte, N. C. 


May 15, 1958 


Juvenile COWBOY + WELLINGTON 


CHUKKA + COMBAT + ENGINEER Boots 


O)\) 4-1 ty A ©) 0 @) 13) 2-0) 
FILLED IMMEDIATELY 
FROM FACTORY IN-STOCK 


Send for Catalog, Price List 


QUINN & DELBERT 


Boot Manufacturing Co 
MARLBORO, MASS 





The Label with 


@ Behind this Angora* 
Calfskin label . . . behind 
every Barrett label... 
stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin— 
smoothest, supplest—for 
fine shoes? Look for this 
Angora* hallmark! 


trade mark 


BARRETT & COMPANY, INC, 
NEWARK, NEW JERSEY 











«ll 


in 24. months of selling 
Dr. Posner children’s shoes 


Mrs. Laura G. Gibling opened Giblings’ Footwear 


in Ramsey, New Jersey three years ago! Today she owns 


one of the state’s leading juvenile shoe stores. 


Want to be your community’s number one children’s 


shoe store? Call, write or wire for complete information 


about a Dr. Posner franchise in your trading area. 


DR. POSNER 


children’s shoes 


DR. POSNER SHOE CO., INC., 112 W. 34 STREET, NEW YORK, N.Y. 





e About Shoe People 


Elsa Metzger, vice-president of 
Selby International, Inc., is leaving 
for Europe early in June to visit 
the company’s key licensees in En- 
gland and on the Continent. She’!] 
be gone about a month. 


Edward Sherman, for 10 years 
with Kays-Newport in Providence, 
R. L, has been named manager of 
Wilbar’s in that city. He succeeds 
Max Cohen, manager, and Edward 
Antonelli, assistant manager, both 
of whom have joined Kays-Newport. 


Willis A. Johnson, former editor 
of American Shoemaking and, ear- 
lier, a shoe factory executive, has 
become associated with the Krip- 
pendorf Kalculator Company, Lynn, 
Mass., in administration of its Fit- 
ting Labor Division. 


Irving E. Silver, supervisor of 10 
Indianapolis Schiff shoe stores for 
Shoe Corporation of America, has 
been elected president of the In- 
diana Chain Store Council. 


Robert E. Howard, who started in 
the shoe business in 1934, has 
opened Howard’s Shoes in South 


Bend, Ind. He also owns two shoe 
stores in Elkhart and another in 
Goshen, Ind. 


R. Briggs Allison, Belleville, II1., 
has been cited by the Republic of 
Korea for distinguished service in 
helping found, develop and train 
the South Korean Navy during the 
Korean War. Mr. Allison is a mem- 
ber of International Shoe Com- 
pany’s Vitality sales division. 


Russell Rudin, importer and mid- 
western representative for Faybert 
Manufacturing Company, Chicago, 
is on a five-week business and plea- 
sure trip in Europe. He and Mrs. 
Rudin will visit 11 countries. 


John E. Dickinson, vice-president 
and director of sales at Albert H. 
Weinbrenner Company, Milwaukee 
shoe manufacturer, has received a 
“Minute Man” medal for patriotic 
service from the National Society, 
Sons of the American Revolution. 


William Erhart, of Erhart-Peter- 
sen Leather Company, St. Louis, 
celebrated his 75th birthday and 
56 years in leather at a party at- 





tended by friends and associates. 


Odell Wagnon, veteran of many 
years in the shoe business, has be- 
come buyer for the men’s shoe de- 
partment of Gus Blass Company, 
Little Rock, Ark. 


M. M. Seifstein has been named 
manager of the Dothan, Ala., Ed- 
wards store, succeeding John R. 
King, who’s now connected with 
Kroselky’s, in Dothan. Mr. Seifstein 
served with Edwards in several 
Georgia towns and formerly oper- 
ated his own store at Tifton, Ga. 


Walter A. Rasmussen, with 25 
years’ shoe retailing and buying ex- 
perience in Denver, Chicago and 
Houston, has become buyer of men’s 
shoes for Gano-Downs Co., quality 
downtown store in Denver. William 
A. Luhrs, who has been with the de- 
partment for 30 years, requested 
that Mr. Rasmussen be named buy- 
er. Mr. Luhrs is continuing in the 
department. 


Barney H. Fleischer, a traveling 
salesman for many years, has 
bought a men’s furnishings and shoe 
store in Huntington Beach, Calif. 
He is calling it Fleischer’s. 





The Hollywood Scuff 


That’s Sweeping the 


For the new, the different, the 
exciting, the promotable, in 
Sandals, Casuals, Scuffs, look 
to Lion 
first. 





ie 
Cz teu ZS 


L 


bites cicessail 


102 











NEW YORK 29, N. Y. 


Sensation 
Country! 







50M Men's Scuff 
Tan, Black, Wine 
Full Sizes 6-12 


50 L Ladies’ Scuff 
Tan, Black, Red | 
Full Sizes 4-9 


ON ebadel, ZF. 


| SEE YOUR JOBBER OR SEND FOR FREE SAMPLES AND COMPLETE CATALOG 


INCORPORATED 
400 E. 111th St. 


self-stick 
FELT PADS 





METATARSALS 








Two leading profit- 
makers from our com- 
plete line of foot 


comfortizers. 


All wool felt, scientific- 
ally designed and 
graduated for firm 
support and blissfully 
comfortable resiliency. 
One touch and they 


stick in place. 





MODERN ORTHOPEDIC ‘APPLIANCE CO., INC. 
584 BROADWAY, NEW YORK 12, N.Y. CA 6-4723 
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Puerto Rican Shoe 


Production Growing 


WILKES-BARRE, PA. — Thirty- 
three shoe and leather products 
plants have opened in Puerto Rico 
in the last decade, most of them 
branches of U. S. companies. Their 
shipments to the United States are 
now running over $6 million per 
year while Puerto Ricans buy $16 
million worth of shoes annually from 
the states. 

Paul R. Ramos, industrial repre- 
sentative for the island’s Economic 
Development Administration, cited 
these statistics when he addressed 
the Pennsylvania Superintendents’ 
and Foremen’s Association of the 
Shoe Industry at a “Puerto Rico 
Night” gathering here recently. 

Mr. Ramos told 75 listeners that 
Puerto Rico has nearly tripled its 
purchases of Pennsylvania products 
in a decade, to $62.5 million in 1957. 
“Each business day,” he said, ‘““work- 
ers in Pennsylvania factories are 
turning out a quarter of a million 
dollars’ worth of products for ship- 
ment to Puerto Rico.” 

Since 1948 the island’s “Operation 
Bootstrap” development program 
has created 40,000 jobs following 
the opening of 500 U. S. affiliates. 
Over 30 Pennsylvania affiliates are 
now operating. But around 13 per 
cent of the labor force remains un- 
employed, Mr. Ramos pointed out, 
and the island still faces a “major 
depression.” 

Joseph Janis, president of the 
shoe executives’ group, presided at 
the meeting 


N. Y. Shoe Group Seeking 
Young Men as Members 

NEW YORK—The younger shoe 
men who comprise the Associated 
Shoe Men of New York heard a dis- 
cussion of current market condi- 
tions and trends and future pros- 
pects at a dinner meeting recently 
in the Hotel Delmonico. 

John Fitting, Jr., specialist for 
the Dreyfus Fund, and Stanley 
Sichel, financial expert, summed up 
the economic outlook as “bearish 
for the short term picture and bull- 
ish for the long term.” 

Also on the agenda was an ef- 
fort to encourage other young men 
in the industry to join the associa- 
tion. 
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Endicott Johnson’s Advice: Sales Optimism 


ENDICOTT, N. Y.— Officials of 
Endicott Johnson Corporation told 
a sales conference here that 
optimism and positive action are 
needed to overcome the recession. 

More than 50 sales representatives 
attended the four-day eastern di- 
vision meeting, at which fall and 
winter lines were presented. 

“Let’s quit listening to how bad 
things are,” Frank A. Johnson, 





Acme Boot Names Winner 
In ‘Cheyenne’ Sales Contest 


won in recent $1,500 "Cheyenne" boot 
sales contest among representatives of 
the Acme Boot Company, Inc., Clarks- 
ville, Tenn. "Cheyenne" boots are named 
for the television western hero. 


March Output Falls 8% Short 
Of Same Month Last Year 


WASHINGTON, D. C.—Footwear 
production during March totaled 50.4 
million pairs—8 per cent lower than 
in March, 1957, but 3 per cent above 
February, 1958, production — the 
Commerce Department reported. 

Some 54.9 million pairs were 
turned out in March of last year and 
48.9 in February, 1958. Compared 
with March, 1957, men’s dress and 
play shoe production was down 11 
per cent to 6.7 million pairs, and wo- 
men’s dress and work shoe output 
was down 6 per cent to 15.9 million. 
Production of all other footwear 
showed a 9 per cent drop. 

Meanwhile, in a preliminary esti- 
mate, the National Shoe Manufac- 
turers Association at New York said 
April output will be about 48 million 
pairs, or 8.9 per cent less than last 
year. 





president, declared. “Let’s start 
thinking and trying to make them 
better. Let’s start talking about 
more sales and what a good product 
we have.” 

P. Douglas Blain, divisional sales 
manager, explained how current 
caution and value-consciousness of 
the public could work to the ad- 
vantage of Endicott Johnson. He 
said customers are shopping for 
good buys — better shoes for less 
money. 

Lawrence Merle, vice-president in 
charge of sales, said sales of family 
shoe stores in the last five months 
had decreased only about 5 per cent 
from 1957. He suggested that the 
pessimistic feeling in the trade 
could quickly reverse, as it did in 
1954. 

Endicott Johnson’s national ad- 
vertising campaign was outlined by 
William L. Sanborn, vice-president 
of the Winius-Brandon Advertising 
Agency, St. Louis. This year a 
television commercial is available to 
retailers. 

Louis Morris, company advertis- 
ing manager, supervised the setting 
up of some 900 samples of fall foot- 
wear and leathers. On two evenings 
the display was opened to the public 
to stimulate consumer interest in 
the new styles. 

For the sales group, an elaborate 
style show of about 60 in-stock new 
styles was presented. 


Irving Tanning Employees 
Get $25 Anti-Recession Gifts 


BOSTON — As an anti-recession 
measure, the Irving Tanning Com- 
pany of Boston and a subsidiary 
announced they will give their 450 
employees $25 each in cash. 

Meyer Kirstein, Irving’s presi- 
dent, said employees of Irving and 
the Hartland Tanning Company, at 
Hartland, Me., are obliged to spend 
the money for consumer goods. Sec- 
ondly, part of it must be used to 
buy shoes. 

“T hope this gift will serve as a 
spur to over-all spending on the 
part of each of you,” Mr. Kirstein 
told the employees at a meeting at 
the Hartland firm two weeks ago. 
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Salesmen Can Halt Slump, 


LYNCHBURG, VA.—A well 
known business analyst and author- 
ity on salesmanship recently told 
Craddock- Terry Shoe Corporation 
salesmen that the U. S. is in a “sales- 
man’s recession” which will end 
when salesmen start motivating cus- 
tomers to buy. 

John D. Corrigan, a management 
and sales consultant and president of 
The Executives Institute, New York, 
declared that “savings and bank de- 
posits are at an all-time high .. . 
people have the money te spend... 
and this recession will end when 
salesmen start motivating these peo- 
ple to buy.” 

Speaking at a luncheon which 
closed a two-day, semi-annual sales 
meeting of the manufacturing firm, 
Mr. Corrigan said, “Until emotions 
are aroused, there is no action de- 
spite logic or reason. And the better 
you can arouse emotions, or use the 
techniques of motivation, the better 
you are at selling. . . . The difference 
between a professional salesman and 
an order taker lies entirely in his 
acquiring and using the techniques 


Clinic to Include Sessions 
On Management Problems 


NEW YORK—Although the Ac- 
counting and Office Management 
Clinic to be held here May 22-23 is 
mainly for accounting and financial 
personnel, two topics are expected 
to be of interest to top management, 
according to the sponsor, the Na- 
tional Shoe Manufacturers Associa- 
tion. 

The clinic will be held at New 
York’s Biltmore Hotel. Its theme is 
“For Better Cost Control.” 

L. K. Oliphant, chairman of 
NSMA’s Accounting Committee, 
said a session on “Reports to Man- 
agement” is planned for the morn- 
ing of May 22. It will deal with 
“those daily and weekly informal 
reports that are required for deci- 
sion-making,” he explained. 

On the afternoon of May 23, L. J. 
Allen, personnel manager of Brown 
Shoe Company, will head a session 
on “Office Personnel and Manage- 
ment Problems,” with experts from 
the field of work measurement and 
personnel testing. 
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Craddock-Terry Staff Told 


of the selling profession.” 

The sales meeting also featured 
the presentation of Craddock-Terry’s 
fall lines for the Natural Bridge, 
American Gentleman, Miracle-Tread, 
Fashion Craft, Billiken and National 
Shoe Company selling divisions. Tak- 
ing part in the presentations was 
Carolyn Sherwin, fashion coordina- 
tor for Craddock-Terry. 


Lucky Stride Names Dupuy 
Superintendent; Orders Up 


MAYSVILLE, KY.—Paul Dupuy, 
an executive with the Selby Shoe 
Company at Portsmouth, O., for 32 
years prior to its liquidation more 
than two years ago, is the new su- 
perintendent of Lucky Stride 
Shoes, Inc. 

Carl Henry, president, an- 
nounced elevation of James M. 
Morris from vice-president to ex- 
ecutive vice-president. Louis E. 
Collings, a vice-president who was 
superintendent, was advanced to 
general plant manager. Miss Elea- 
nor Thomas was promoted from of- 
fice manager to controller. 

Lucky Stride is marking its 12th 
anniversary as a shoe manufactur- 
ing unit here. 

President Henry announced that 
incoming fall orders for Lucky 
Strides are running, in many in- 
stances, more than 100 per cent 
above any previous season. He said 
officials anticipate the factory will 
operate substantially above the 2,- 
000-pair daily level at which pro- 
duction has been maintained dur- 
ing the six months just ending. 


Honored by Safety Council 

CHICAGO—Juvenile Shoe Corpo- 
ration of America, Aurora, Mo., has 
received the National Safety Coun- 
cil’s 1957 Public Interest Award for 
conducting an advertising campaign 
hailed as “an exceptional service to 
safety.” The firm ran more than 500 
newspaper advertisements on child 
safety, and supplied its dealers with 
mats featuring school signs and 
school children. The company was 
one of 29 advertisers included among 
the recipients of the award. 








Improve Distribution, 


Hussco Head Urges 


NEW YORK—“The shoe industry 
is losing business today because of 
outmoded distribution techniques,” 
declared William Manowitz, presi- 
dent of the Hussco Shoe Company, 
manufacturing firm. 

Speaking before an Economics of 
Distribution Seminar of Columbia 
University, Mr. Manowitz said shoe 
firms are “seeking to recoup in those 
areas of their businesses which have 
always provided an easy and direct 
solution in the past—with more ad- 
vertising, better packaging, harder 
selling. But they shy away from 
any deep or basic changes in the 
operation of their business, and that 
includes distribution. 

“At this moment in our economy,’ 
Mr. Manowitz said, “the benefits to 
the retailer from advertising and 
promotion are subordinate to the 
benefits he can get from a distribu- 
tion system which adjusts to his 
financial situation, his capitalization, 
his local market requirements. By 
that same token, we at Hussco are 
putting more time, energy, money 
and creativeness into our distribu- 
tion program than into consumer 
advertising. We still believe that 
the sale is made over the retailer’s 
counter.” 

In line with the company’s new 
thinking, Mr. Manowitz reported 
that Hussco has in the last four 
months awarded distributorships cov- 
ering exclusive sales territories to 
wholesalers in such widely varied 
fields as dry goods, hosiery, under- 
wear, sporting goods, and men’s and 
women’s apparel. 

These distributors are selling new 
lines of Hussco footwear which have 
been developed especially for the 
types of retail outlets they tradi- 
tionally service and which never 
sold footwear before. Included are 
impulse merchandise, “on the job” 
shoes, baby shoes in gift boxes and 
footwear which does not require 
particular shoe “know-how.” 


Rubber Institute Moves 


NEW YORK—tThe Rubber Heel 
and Sole Institute has moved its of- 
fice to Highland Park, N. J., near 
New Brunswick. Its new mailing ad- 
dress is P.O. Box 384, New Bruns- 
wick, N. J. The new telephone num- 
ber: KIlmer 5-6839. 
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Gray Bros. Stops Producing 
Welts, Looks for New Site 


SYRACUSE, N. Y.—Because of a 
diminishing demand for welt shoes, 
which have been a major part of 
their production, officials of Gray 
Brothers Shoes, Inc., are tempora- 
rily suspending operations. The firm 
is working, however, on a new line 
of high-style shoes, in a new 
process. 

Company officials said they ex- 
pect to market the line after relo- 
cating. They have considered sev- 
eral possible sites but have not yet 
made a decision. 

One important consideration, they 
said, is the availability of labor— 
both now and in the future. This 
was a problem in Syracuse: when a 
good workman left, there was no 
one to take his place. As a result 
the firm plans to move into a mar- 
ket nearer to an industrial center, 
where workers might be more avail- 
able. 

H. N. Compton, general sales 
manager, emphasized that Gray 
Brothers is not liquidating and is 
not in financial trouble. 





“We are just pulling up stakes 
with the idea of relocating else- 
where. Our customers have been 
notified of the move and assured of 
fulfillment of orders they have on 
the books.” 


Protect Trademark, Ripple 
Sole Licensor Asks Industry 


DETROIT—Ripple Sole Corpora- 
tion, owner and licensor of the 
Ripple® Sole, has asked the indus- 
try to cooperate in protecting the 
integrity of its trademark, espe- 
cially in advertising and sales pro- 
motion. Arthur F. Brown, adver- 
tising and public relations counsel, 
said the product should be called 
the Ripple® Sole. 

“Ripple® is not a generic term 
for a type of soling,” he advised, 
“but a specific trade name for the 
forwardly-angled corrugated soles 
made under license from the Ripple 
Sole Corporation. In advertising,” 
Mr. Brown added, “it is prefera- 
ble to capitalize the trademark.” 
He said a leaflet of suggestions to 
advertising copy writers is avail- 
able upon request to the corpora- 
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Shoe Store Equipment 


CATALOGUE 
IS RESERVED FOR YOU! 


¢-- Mail Coupon Today! --- 
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u RAVENNA,OHIO 
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ROMITO-DONNELLY 


$14.00 a gross. 


‘SNOW-PROOF 


NEW “FREE SAMPLE” CANS FOR 
QUALITY SHOE MANUFACTURERS 


This new size can of Snow-Proof is clearly 
“FREE SAMPLE" 
used by any manufacturer of fine quality boots 
and shoes. Pack one of these cans with each 
pair of shoes. The customer will appreciate 
your effort in helping him get longer, more 
serviceable wear, for Snow-Proof waterproofs 
softens, prevents dry rot and mildew. And to 
get our Snow-Proof name before your custom- 
ers we will sel! these sample cans at cost, only 
Write us today! 


Dept. 22, THE SNOW-PROOF CO.., Livonia, N. Y. 


Pellon Promotion Aids Users 
In Shoe and Other Trades 


NEW YORK—Pellon Corporation, 
textile maker, has launched an ex- 
tensive promotion on behalf of dis- 
tributors, manufacturers and re- 
tailers who use and sell its non- 
woven chemo-textiles for inner 
construction. 

The company will advertise in the 
September Reader’s Digest. The ad 
is being merchandised through di- 
rect mail and publications in vari- 
ous industries which use Pellon prod- 
ucts. In addition, the company is 
circulating a booklet explaining the 
uses of Pellon in clothing, home 
furnishings, industrial and other 
products as well as shoes. 


Murray Franchise Moves 

NEW YORK—tThe franchise for 
manufacture of Arthur Murray 
Dancing Footwear has been 
switched from Kimel Shoe Com- 
pany of Boston to De’Orga Inc., 
of Brooklyn, custom shoemakers. 


Frank A. Muller, who headed the 
selling for Kimel, said he is acting 
in the same capacity for De’Orga. 


Loe 
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so that it may be 
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D&K COMPANY, INC. 


438-1 West State 


DISPOSABLE 
try-on socks 


Ithaca, N. Y. 
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Personnel 








RALPH TUCKER 
Elevated at Omega 


DR. LELAND WHITE 
Gains Promotion 


Promoted... 


Ralph Tucker, from treasurer 
and general manager to the presi- 
dency of Omega Shoe Company, Pa- 
cific, Mo., succeeding Abe Mosko- 
witz, who resigned. Mr. Tucker 
will continue his sales and promo- 
tional activities. Announcement 
came at a dinner celebrating the 
company’s 10th anniversary. 

Charles R. Link, to superinten- 
dent of International Shoe Com- 
pany’s factory at Evansville, Ill. As- 
sistant superintendent since 1956, 
he succeeds C. J. Hovey, who re- 
tired. 

Gilbert W. Tagtmeyer, to super- 
intendent of International’s Kief- 
ner plant at Perryville, Mo., which 
employs about 400. He formerly 
was assistant superintendent. 

Luther D. Dillow, to assistant su- 
perintendent of International Shoe 
Company’s Bland, Mo., plant, suc- 
ceeding Garrett Johnson, trans- 
ferred to the Belle plant. The Bland 
plant employs about 300. 

Dr. Leland M. White, to director 
of research and development for 
United States Rubber Company, re- 
placing Dr. Sidney M. Cadwell, who 
retired after 39 years. Since 1953 


, 





PEGGY MATTHEWS 
Appointed by LIA 


AL J. WILMOT 
New Post at Viner 


Dr. White had been assistant di- 
rector. 

John Abernathy, from division 
merchandise and customer service 
manager for Valentine Shoe Com- 
pany to administrative service 
manager. Valentine is a division 
of General Shoe Corporation, Nash- 
ville, Tenn. 


Elected... 


Leonard Hack, as president of 
Ripple Sole Corporation, Detroit, 
succeeding his father, Nathan 
Hack, who invented the patented 
sole which the company markets. 
The senior Mr. Hack moves up to 
board chairman, and Morton Hack 
remains executive vice-president. 

Victor Holt, Jr., as executive vice- 
president of The Goodyear Tire and 
Rubber Company. Formerly vice- 
president in charge of sales, he suc- 
ceeds R. S. Wilson, who retired re- 
cently. 

C. C. Gibson, O. E. Miles, Sam 
DuPree and M. W. Laibe, all as 
vice-presidents of Goodyear. 

Selden F. High, as a director of 
Vulcan Corporation, Cincinnati, O., 
manufacturer of heels and lasts. 
He is president of The Sullivan 





BOB GUMMERSON 


ANTON LIEBSCHER 
Joins Douglas 


Named by Wellco 
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SAM OOLIE 


ROY C. BOOKER 
Joins Texas Boot 


Named by Evans 


4 


ROY HELLINGHORST 
Selling for Accent 





RICHARD SHERMAN 
On Penobscot Staff 


Electric Company in Cincinnati and 
well known in local business cir- 
cles. 


Appointed... 

Mrs. Peggy Matthews, to head a 
new Shoe Fashion Service of 
Leather Industries of America, New 
York, which will maintain contact 
with the press. She is a former 
newspaper women’s editor and 
fashion copywriter. 

Al J. Wilmot, of Columbus, O., to 
a new post as sales coordinator of 
Viner Brothers, Inc., Bangor, Me., 
maker of women’s casual fashions. 
He was formerly with Deevers Shoe 
Company, Leverance Shoe Company 
and General Shoe Corporation. 

E. Ward Hemphill, to represent 
all Viner divisions in Texas, Okla- 
homa, New Mexico, Louisiana and 
Arkansas, together with William 
Sorensen, Southwest representative 
for many years. 

Richard Sherman, by Penobscot 
Shoe Company, Old Town, Me., to 
develop and merchandise a new 
“Adventurers” line of men’s sport 
casual shoes, which he styled. 

Anton Liebscher, as general man- 
ager of Wellco Shoe (Jamaica) Ltd., 
at Kingston, Jamaica. In six years 





STAN OSTROFF 


SANDY GAYLON 
Also at Accent 


Accent Salesman 
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BOX HANDLERS 


DON'T 
DRIVE 





LONG ARM* 


your 


up a ladder, it is not 

necessary. Long Arms 

will reach the shoes on 

the high shelves for 

you quickly and easily. 

Long Arms with Be lengths: 24"', ; 

and 60''—$3.50. handles: $4.50. Postpaid in 

the USA. me ag handle length desired and if | 

for men's or women's boxes. Satisfaction guar- | 

anteed. Your jobber or | 
CARL BEEMAN | 

Cedar Heights Road Stamford, Conn. 











JOBS 





Headquarters For 


CANCELLATION 
STORES 


Quality Brands 
Largest Stocks 


Lowest Prices 


All Price Ranges 


Fine Jacheeap 
MOSINGER-COHN 











Appointed... 


as chief chemist of Re-Search, Inc., 
at Waynesville, N. C., he initiated 
advances in the technology of di- 
rect rubber vulcanization for foot- 
wear. 

Roy C. Booker, to the sales staff 
of L. B. Evans’ Son Company, Wake- 
field, Mass., manufacturer. He will 
travel the Southwest out of Dallas. 
Carl Smith continues to represent 
Evans in Oklahoma and Arkansas. 

Ivan J. Stone, as southeastern 
sales representative for Joyce, Inc., 
covering Florida, Georgia, North 
Carolina and South Carolina. He 
formerly sold for the Brown Shoe 
Company. 
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Merle A. James, to the sales staff 
of Hebb Leather Company, Boston. 
He was formerly with the North- 
western Leather Company. 

A. G. Schell, as Ontario sales rep- 
resentative of the International 
Vulcanizing Corporation of Boston. 
He is president of the North Ameri- 
can Association of Shoe Superin- 
tendents and Foremen. 

Art Renner, of Winterhaven, Fla., 
to cover Florida for Hampton Shoe 
Corporation, Milwaukee, with Kick- 
erinos. Other Hampton assign- 
ments: Henry Kee, Summerville, 
S. C., for the Kickerino line in 
North and South Carolina, Georgia 
and Alabama. Lou Lesserman, De- 
troit, for the Kickerino and Alas- 
kans lines in Michigan, Indiana and 
part of Ohio. George Vivian & As- 
sociates, Detroit, for the Alaskans 
line in Ohio, Michigan and Mis- 
souri. Don Morrill & Associates, 
Fresno, Calif., to sell Alaskans 
from California to the Colorado 
state line. 

Harry Teetsel, to cover Ohio, 
Michigan, Indiana, West Virginia 
and parts of Kentucky and Tennes- 
see for Deevers Shoe Company, 
Lutesville, Mo., replacing Al J. Wil- 
mot. Mr. Teetsel lives in Colum- 
bus, O. 

Bob Gummerson, of Woodstock, 
lil., to the sales staff of the W. L. 
Douglas Shoe Company, a division 
of General Shoe Corporation. He 
will work closely with representa- 
tive Warren Wellin in the Lakes 
area, including Chicago and parts 
of Wisconsin. 

Ray Hardebeck, to cover the Den- 
ver-West territory for Ted Saval of 
California, division of General 
Shoe. Gabe Weissman, who for- 
merly traveled this territory, is now 
in an executive post with the Saval 
sales department. 

Sandy Gaylon, Stanley Ostroff, 
Rudy Poague and Roy Hellinghorst, 
all to the sales staff of Accent di- 
vision, International Shoe Company. 
General Manager Arthur D. Bickel 
said Mr. Gaylon will cover Ohio, 
Michigan, western Pennsylvania 
and West Virginia, succeeding Mare 
Swan, who resigned. Mr. Ostroff 
will cover a newly created territory 
in Maryland, Delaware, Washing- 
ton, D. C., Virginia, West Virginia 
and eastern Pennsylvania. Mr. 

[CONTINUED ON NEXT PAGE] 














Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


BARIS THE NATION'S. FINEST 


CANCELLATION SHOES 
79-81 READE ST., N.Y. 7'* WO 2-5180 





| ORTHOPEDIC FOOTWEAR 








TARSO MEDIUS” 
Straight, neutral last 
shoe. Detailed to 
match Tarso Prona- 
tor. Pairs or single 
shoes. 


A MODERN CORRECTIVE 
SHOE FOR EVERY 


CO rthopedic NEED 
TARSO SUPINATOR® 


For the postural 
correction of 
fiat feet. 

<_< 





TARSO 
PRONATOR® 


For club fee* and 
metotorsus vorus. 
Pairs or single shoes. 


<- 


Tarso Shoes are prescribed by doc- 

tors ecross America. Write today 

for illustrated ee and catalog 
s x 














CORRECTIVE 
FOOTWEAR 


Recommended by lead 
ing Doctors for Men, 
Women and Children. 


249 Dutton St. 
Lowell, Mass. 


” ARCH HEEL 
Ss Up. HICAL <tc 
¢ Oreo 
Established 1869 


STOVER & BEAN CO. 

















BABY SHOE 
BRONZING MEANS 
EXTRA PROFITS 


THIS DISPLAY IS ALL YOU NEED 


Shoe stores can now make two soles instead 
of one with America's most beautiful baby 
shoe bronzing. NO INVENTORY! NO MARK- 
DOWNS! Cash in on big summer demand. 





FRE Miniature bronzed baby shoe 
; . gorgeously plated by 


the original BRON-SHOE Process. WRITE 
FOR YOURS AND FULL DETAILS TODAY! 


The BRON-SHOE co. 


258 E. Broad St. Columbus 15, Ohio 























(imported from Europe 


UNUSUAL 


SHOE 
HORNS 


Handsome, masculine 
shoe horns, imported di- 
rect from the style cen- 
ters of Italy and Eng- 
land. Treasured “conver- 
sation pieces” that add 
just that right touch to 
any gentleman's ward- 
robe. Liberal dealer 
mark-up. 


Prompt Shipments Guar- 
anteed. Most Complete 
Stock of Shoe Horns in 
America. 


Write Today For illustrated 
iiterature and Price List. 


WARNER 
IMPORTS 


“The Shoe Horn King” 


4015 W. Magnolia Bivd. 
Burbank, California , 








Jobber Iaquiries Invited 








| Company’s 
| with these territories: Mr. Green, 
| Washington, Idaho and part of Ore- 
| gon. Mr. Reichenbacher, Alabama, 


| Missouri and Tennessee. 
| gieski, Minnesota, the Dakotas and 





| Appointed... 


[CONTINUED FROM PAGE 107] 


| Poague will cover Texas, Oklahoma, 
| Arkansas, Mississippi and Louisi- 


ana, succeeding Joe Reinhart, who 
retired. Mr. Hellinghorst will travel 
Georgia, Florida, Alabama, North 
and South Carolina and eastern 


| Tennessee, in place of Jack Staton, 
| who resigned. 


Lee Green, Richard Reichen- 
bacher, Ernie Lagieski, Ray W. 
Schaefer and William Donohoe, all 
to the sales force of Brown Shoe 
Life Stride division, 


Arkansas, Louisiana, Mississippi, 


Mr. La- 
part of Iowa. Mr. Schaefer, north- 


ern California and part of Oregon. 
Mr. Donohoe, part of Arizona, New 


Mexico, Oklahoma and Texas. 


Robert D. Bosic, as West Coast 


| representative for G. H. Bass & 


Company, Wilton, Me. He was 
men’s shoe buyer for 12 years at 
Higbee’s, Cleveland. 

George Seelman, as superinten- 
dent of the Bland, Mo., plant of In- 
ternational Shoe Company. For the 
past seven years he was superin- 
tendent of the DeSoto, Mo., plant. 

Donald Bragman, as_ product 
manager for vinyl-coated shoe fab- 
rics at Interchemical Corporation’s 
Cotan division, Newark, N. J. 

Sam Oolie, to travel Tennessee, 
Kentucky, Indiana, Ohio and Mich- 
igan for Texas Boot Company. He 
was formerly with Penobscot Shoe 
Company and Old Town Shoe Com- 
pany. His home is in Nashville, 
Tenn. 

John H. Mahoney, as manager of 
the Boston branch office of the slide 
fastener division, Waldes Kohinoor, 
Inc., Long Island City, N. Y. He 
succeeds Roger Gallant, who re- 
signed. 


Transferred... 


George Koenig, by International 
Shoe Company, from superinten- 
dent of its Bland, Mo., plant to the 
women’s general manufacturing di- 
vision in St. Louis as quality super- 
visor. 

A. R. Berger, by International 
Shoe Company from superintendent 


of the Perryville, Mo., plant to the 
methods and procedures depart- 
ment at the company’s St. Louis 
headquarters. 

Roy R. Trevisan, by Eagle Ottawa 
Leather Company, from Michigan 
territory to the Detroit office. He 
replaces F. G. H. Sherman, who re- 
signed. Michigan territory will be 
combined with the sales promo- 
tion department under Edward A. 
Meany, Jr. 


Retiring... 


Charles Witosky, sales represen- 
tative for Life Stride division of 
Brown Shoe Company, after 31 
years with Brown. He was one of 
the first six salesmen with Forest 
Park Shoe Company, which later 
became Life Stride. Recently he 
covered larger cities in Minnesota, 
Wisconsin, Nebraska and Iowa. 


McCracken, 77, to Retire 
As Step Master Traveler 


ST. LOUIS—The recently re- 
leased fall and winter catalog of 
Step Master Shoes, Inc., Greenup, 
lll., has been dedicated in honor of 
Roy McCracken, sales representa- 
tive. Mr. McCracken, widely known 
as one of the oldest active shoe 

travelers, will re- 
tire June 1 at 77. 

He will be the 
first Step Master 
salesman to be 
made an honor- 
ary lifetime mem- 
ber of the firm’s 
sales staff. 

Mac, as he is 
known to the 
trade, was in the 

ROY McCRACKEN retail shoe busi- 
ness in Waverly, Ill., from 1900 to 
1911. Until 1941 he represented 
Beacon Falls Rubber Company and 
Converse Rubber Shoe Company, 
with his headquarters in Grand 
Rapids, Mich. 

Mr. Cracken was one of the first 
members of the Step Master sales 
staff. He was appointed in 1941 by 
Nick Ettelbrick, Sr., who founded 
this subsidiary of Ettelbrick Shoe 
Company in that year. 

Bernie Signor, who replaces Mr. 
McCracken in the Michigan and 
Detroit territory, has assisted him 
for 25 years. 
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SALESMEN WANTED | SALESMEN WANTED SALESMEN WANTED 











OPPORTUNITY! | | SALESMAN WANTED 
We have several openings for side EXPERIENCED — AGGRESSIVE 


line representatives for our wonder- Outstanding opportunity to connect with well established line of imported 
ful line of open-stock, in-stock, low- Leather—Rubber—Canvas Footwear. 

priced Juvenile Footwear. All open Territories: 

territories are well established. 6% 1. Texas—Louisiana—Oklahoma—Arkansas—New Mexico 

commission, plus bonus. Write: 2. Arizona—Utah—Colorado 

3. Wisconsin—Minnesota—Dakotas 

NEIL CARLSON, SALESMANAGER Non-conflicting side lines permitted in territories 2 and 3. All replies treated 


EAB in strict confidence. 
— = nese meen Reply to Box 212, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Pa. 


























ITALIAN IMPORTED MEN’S SHOES 


| We need aggressive salesmen who want to make 

BRILLIANT BROS. C0. TERRITORIES AVAILABLE big money to carry. this line. The man who 

| answers must have following in the territories 

190 LINCOLN ST., BOSTON 11, MASS. Opportunity fer Sideline Solesmen repre <a Shons are suited and, make up. 

- ill give draw to right man. est Coast, 

: | ntin line of in-stock, Hi ual- Southeast, Southwest. Reply to Box 210, Boor 

OUTSTANDING OPENING: | ity ginny ie Welts pont AND SHOE a Chestnut & 56th Streets, 
— P * Pr Philadelphia 39, Penna. 

ALA.—GA.—LA. ments. Over 65 years in Children’s Shoe Og tu ey Ne 
LIBERAL DRAW & BONUS Manufacturing business. 6% Commis- | | ~~ 


Exclusive Territorial Rights sion on everything shipped. No current NEED SALESMEN: TO SELL MEDIUM.- 





tati in bel listed territories: PRICED Men’s Dress Shoes. Drawing account 
representation in below lis erritories : to experienced men who can preduce and have 
MEN'S—BOYS'—IN-STOCK Southeastern and Southwestern States, established seaeong, to. Cane fy Sonam nico 
, nessee, Kentucky, ‘<lahoma, Arkansas, Texas. 

Vol. Priced | lowa, Nebraska, North and South Da- Reply to Box 216, Boor anp SHoe REcORDER, 

kota, Wisconsin, Minnesota, Chicago and | Chestnut & 56th Streets, Philadelphia 39, 


WORK—DRESS—CASUAL | | Greater Chicago. nce 


Full Resume Required Reply to Box 214, BOOT & SHOE RECORDER - _ a 
a ee ee ire IN-STOCK LINE OF POPULAR PRICED 
WORK SHOES AND BOOTS. — 
‘ ere : ee orm . ea | Wisconsin, Michigan, Iowa, Indiana, Nebraska, 
SALESMAN, ST. LOUIS AND VICIN- | —————————————"—__ —- “, : sa +e 
ITY; Established accounts with Volume of | | 5 og ge eg oe ae ae. 
Business Available for well recommended man | WANTED: SALESMEN TO HANDLE U} [ON SHOE G. CO., Sheboygan, is- 
with following. One of the Largest Manufac- | TOP DRAWER LINE of fast-selling men’s Cone. 
turers Distributors, of complete line of Women’s, dress shoes in popular priced field. Must live chigaphdhsitni . nib 
Growing Girls’ and Children’s Dress, Sports, in the territory. Drawing account to men of | 
Casuals, Novelties and Arches. Some Naticn- proven background. State experience. Terri- | SIDELINE SALESMAN, MEN’S, WO- 
ally advertised items. Good proposition for tories open: Ohio, Indiana, Iowa, Michigan, | MEN’S, CHILDREN’S High-Grade Moccasin 
right man. Give full particulars. Reply to | Colorado and Illinois. Reply to Box 217, Boot | Type Footwear. Factory established over 75 
} 
| 
| 























Box 213, Boor ann SHOE Recorper, Chestnut AND SHoE Recorper, Chestnut & 56th Streets, years. SAWYER MOCCASIN COMPANY, 
& 56th Streets, Philadelphia 39, Penna. Philadelphia 39, Penna. Bangor, Maine. 





CLASSIFIED 


ADVERTISING RATES O R D E R B LAN K 


UNDISPLAYED BOOT AND SHOE RECORDER 
20¢ a word Chestnut & 56th Sts. 
Minimum (18 words) . .$3.60 Philadelphia 39, Pa. 
Box number, ape . -$2.40 
Your name an ress : an 
charged at word rate. Here is my want-ad: 
Street number one word 


DISPLAYED 

$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 


Classified Advertising Enclosed is Check 
is payable in advance Please check if box No. is Wanted [1] Money Order (1) 
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HELP WANTED 





HELP WANTED 


WANTED TO PURCHASE 








ASSISTANT MERCHANDISE MANAGER 


A leading shoe manufacturer located in the Southeast seeks man 
with good educational background, preferably in Business Admin- 
istration and Accounting, for Assistant Merchandise Manager. 
‘Business experience in merchandising at wholesale factory and 
fetail levels would be desirable. This position offers exceptional 
opportunity for future advancement to Merchandise Manager. 
Submit complete resumé of experience. Also recent snapshot. All 
replies kept in strict confidence. 


Reply to Box 219, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Pa. 














MORRIS BAYROFF 


formerly with M & R Shoe Co. 
1S NOW LOCATED AT 
122 DUANE ST., N.Y.C. 
Telephone REctor 2-4171 
Highest Prices Paid for 
Complete Stores & Closeouts 


Leases Assumed 














TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5-9927 





WANTED—SHOE BUYER 


Unusual Opening for one experienced 
in Women's and Men's Orthopedic, 
basic Comfort and Arch Shoes, retail- 
ing $15. up. Must have flair for styling, 
fitting and merchandising the line and 
able to get turn-over for small National 
Chain of Retail Stores and Independent 
Retail Outlets. Well established firm. 
Give resume of experience, age, salary 
expected. All replies held in strict con- 
fidence. 


Reply to Box 215, BOOT & SHOE RECORDER 
Chestnut & 56th Streets. Philadelphia 39, Pa. 











WANTED: ASSISTANT MANAGER— 
Prefer Man over 25, with at least 3 years’ ex- 
perience. Family Shoe Store, located in North- 
western Pennsylvania. Send full details in let- 
ter stating employment record, present salary, 
salary expected, etc., to Box 218, Boot anp 
Snore Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 


NEW FACTORY, IN PENNSYLVANIA, 
which is going to produce Ladies’ Cement 
Lasted Flats, to retail at $3, is looking for 
Foreman in Cutting Room, Fitting Room and 
Making Room. Foremen must intimately know 
all operations and all machines in these depart- 
ments. Essential that Foremen be able to break 
in new help. Reply to Box 211, Boot anp SHOE 
Recorper, Chestnut & 56th Streets, Philadel- 
phia 39, Penna. 





MALE HELP WANTED 





TOP EXPERIENCED WINDOW TRIM- 
MER OR DISPLAY MAN for small Chain 
Ladies’ and Children’s Shoe Stores. Relocate 
Chicago. Salary commensurate with ability. 
Give full particulars first letter. FRANK’S 
SHOES, 1280 Milwaukee Ave., Chicago 22, II. 





BUSINESS OPPORTUNITY 





GOOD GOING FAMILY TYPE SHOE 
STORE, Excellent Gary, Indiana, location; air 
conditioned. All modern equipment, featuring 
Popular Brand Name Shoes. Now showing 
good profit with $90,000 yearly volume. 
FRANK’S SHOES, 1280 Milwaukee Ave., 
Chicago 22, Ill. 





PARTNER WANTED 


PARTNER WANTED, TO RELOCATE 
50-Year Store. Limited Capital. PEOPLE’S 
SHOE STORE, 265 Huguenot Street, New 
Rochelle, New York. 
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SIDELINE SALESMAN WTD. 














SIDELINE— COMPLETE, EXTENSIVE WO- 


oneeeron ‘BASIS, TERRITORIES 
EN: NO. CAR., SO. CAR., ALA., GA 

MO., MISS., LA., TEXAS, OKLA., a TENN.. 
WESTERN PENNA., CALIFORNIA 


NU-WAY SHOE CO., INC., 


142 Duane Street, New York, N. Y 








CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 











SMART LEATHER BOWS, SHOE ORNA- 
MENTS and FOOT SOX. Pocket size samples. 
Manufacturer offers highest commission. Reply 
to Box 556, Boor anp Suoe Recorper, Chest- 
nut & 56th Sts., Philadelphia 39, Penna. 


SIDELINE SALESMEN: SEVERAL TER- 
RITORIES STILL AVAILABLE, Including 
New York State, Florida and Ohio. Short Line 
of Little Gent’ and Big Boys’ Oxfords. Con- 
tact at once: STYLE TREND SHOE CO., 
Box 231, Westminster, Md. 





SALESMEN WANTED 





FULL OR SIDELINE MEN: Territcries 
Alabama, Georgia and Louisiana; Western 
Pennsylvania; Maine, Vermont, New Hamp- 
shire; Washington, Oregon; Missouri, Kansas, 
Oklahoma, Arkansas; California. Men’s Dress, 
Work, Casual Shoes. Popularly priced, in- 
stock. BRILLIANT BROTHERS CO., 190 
Lincoln Street, Boston 11, Mass. 





FOR RENT 





STORE FOR RENT, EXCELLENT LO- 
CATION in the heart of town. Write to Box 
751, Welch, West Virginia. 





FOR SALE 





FOR SALE: SHOE STORE, ESTAB- 
LISHED 36 YEARS. Clean Stock, Branded 
Mdse.; Buster Brown, Glamor Debs, Pedwin, 
Crosby, Nunn Busch, Geodrich canvas and 
rubbers. Modern Windows; Moderate rent; 
near Public and Parochial Schools; Owners 
retiring. WILLIAMS & LUDEMAN, 75 
North Park, Rockville Center, Long Island. 





FOR SALE: $750.00 X-RAY MACHINE. 
PRIMEX MAKE, In Perfect order. Must sell. 
$200.00 takes it. MILLER BROTHERS, 7026 
Superior Avenue, Cleveland, Ohio. 





M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—-Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 














MERCHANTS’ NEEDS 














ADVERTISING 


—here's how to get 
More Business! 


Service has over 2000 satisfied users. 

Bach order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what’s 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service 
Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special short 
\erm trial offer. 


Ts Vincent Edwards Idea Clipping 
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WANTED TO PURCHASE 


WANTED TO PURCHASE 














WANTED TO PURCHASE 
CASH 


TOP. PRICES 


~ SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Louis Write ov wire for fast ac- 


will buy your a and ; ales b wed 
old numbers 


Fine Footwear tor OVER 43 YEARS 
LOUIS CAMITTA & SON 


91 READE ST., NEW YORK, N. Y. MOSINGER - COHN 


wo 2- 
formerly with S, CAMITTA & SONS ashington, St t 


“Uncle Sam” 
will soon prove 
Sputnik and Muttnik 


are old numbers 














Z 


< WZZZZZZEIEIZB MRI'S BUYS for CASHZZZZZR 


Wd 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 
Also complete stores considered 
Jobs in Fine Shoes From Fine Sources Since 1931 


New York 7, N.Y. * Tel: WOrth 2-5180 


eARIS 


THE NATION’S FINEST 
CANCELLATION SHOES 


79-81 Reade St. - 


\ WU WYY/V-V/]@@e@ 








TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Union City, N. J. 
Phone or Wire Collect 


UNion 3-6413 








Any quantity. . any time. Weil 
buys for cash... quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick action write, 
wire or phone immediately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 
CE, 1-4898 CE. 1-3762 
Quality Shoes Since ’32 
“While in Town See Weil’”’ 
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WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 


























WE ARE RETAILERS 


WE PAY MORE [oouse 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 








Max L. Meltzer, Pres. Ivanhoe 1-9830 











B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 

COMPLETE SHOE STOCKS A 
LEASES ASSUMED 

YOUR NAME PROTECTED MM 


Phone or wire 
collect 





B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 
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146 DUANE $T., N. ¥.C. 


" COMPLETE STORES © 


WANTED: 


Confidential negotiations by 
: rated , 
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ARRONSON BROS. & BAYROFF 


122 Duane St., N.Y.C. RE 2-4170-4171 a 
BEE H He ee 
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Traffic, Enthusiasm Run High at St. Louis’ Fall Showing 


[CONTINUED FROM PAGE 77] 


display room, are expected to be 
volume even in the price-action 
bracket by fall. Many of the new 
points come guarded with a tiny 
metal shield on the tip of the sole 
to prevent wear at this point. Store 
owners interviewed report that they 
are not buying needle toes as ultra- 
cautiously as they were at this 
time last year. With consumer ac- 
ceptance having already paved the 
way, needle types can jump out of 
their minority and into their lime- 
light. 

Women’s dress pairs are slated 
for a strap-happy fall. T-straps con- 
tinue strong from spring and sum- 
mer. Many of the fall T’s are 
shaped; some add string bows 
where T and ankle straps join; 
many place the T low on the throat- 
line. These low-priced T’s had best 
response in extended sole, tailored 
types of silky suede. 

New tie and cutout interpreta- 
tions of the vamp treatment are re- 
placing bows in most lines, al- 
though bow ornamentation is still 
much in evidence. Ties and tie- 
effects had nice play as a fashion 
item in all price brackets. 

Visiting retailers showed in- 
creased interest in heels this sea- 
son. Lower dress heels are defi- 
nitely in the picture. Producers 
chalked up excellent response to all 
heights from 12/8 to 17/8. Although 
the 19/8 and 23/8 ranges continue 
to be important, the lower thin 
heels are getting the raves. 


Silky Suedes Gaining 


As to materials favored at the 
St. Louis showing, the silky suedes 
apparently will cut even further 
into regular suede volume this fall. 
Suede in black only carries through 
importantly. Black smooth is defi- 
nitely rated as No. 1 color and ma- 
terial. 

After black, the browns will be 
No. 2 in volume. These veer off in 
three directions, reddish brown, yel- 
lowed brown and town brown. Reds 
of the beetroot type will run third, 
but probably not in any volume. 
Navy blue will enter the list slight- 
ly, both in fabrics and in sueded 
leathers. The No. 5 contender, 
green, may prove to be a “sleeper,” 
producers feel. A small but impor- 
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tant zoom in color interest was 
noted on the green family, tartan 
green in calfskin, the olivey tones 
in casual leathers. 

As previously heralded, reptiles 
and alligator calf went well at the 
show in all price ranges. Reptile 
in combination with calf was listed 
as important in upper price bracket 
footwear. 

Women’s casuals in many lines 
are using a more tapered wood for 
fall, along with soft construc- 
tion and flexibility. Generally speak- 
ing, texture interest is playing a 
secondary role to silhouette and 
lightness. 


Higher Styling for Young Men? 


In men’s lines, lighter construc- 
tions seem to swing strongly 
through all the lines shown. “Fly- 
weight” cements entered the young 
men’s style picture importantly. 
Producers concurred that the fall 
selling season may well bring con- 
siderable extra interest in higher 
styling for young men of high 
school and college ages. Although 
men in this age bracket have relied 
almost entirely on heavier basic 
brogue types, manufacturers are 
predicting that there will be a 
swing away from these basics in the 
fall. 

Lighter, more flexible pairs and a 
smoother, slimmer look may over- 
ride the previously-favored “sloppy 
joe” look. The soft shoe, producers 
agree, is a way of life and should 
be sold and promoted as such. 

In color, black for men is still 
running ahead of the browns. Vol- 
ume leathers for fall will be less 
deeply grained, more refined to 
match the extra refinement show- 
ing up in both casual and dress 
patterns. An antiqueing in the 
seams and perforations of wing tip 
patterns had good retailer response 
during the show. Square toes are 
considered good for extra-pair po- 
tential. 

As to children’s footwear, traffic 
was unusually good in display 
rooms this year. Lighter weights 
and softer constructions are per- 
vading that market. Retailers say 
they plan to promote swivels, T- 
straps and lightweight patterns of 
all kinds for little girls for school 
wear, not only for parties. The T- 





strap will probably be top pump 
seller. Most of these are going best 
on a modified tapered toe, slim but 
not pointed. 

The squared-off point had good 
response for little girls of all ages. 
Nylon velvet scored high during the 
show, both in saddle oxfords and 
bal oxfords. 

Good retailer interest was regis- 
tered for Ripple soles on teenage 
flats and oxfords. Hook and eyelet 
oxfords continued strong. These 
lightweight pairs may give ground 
this fall to more sturdily construct- 
ed welt saddle oxfords. 

Black is still holding its No. 1 
spot for boys’ fall shoes. A flexible 
stitch-and-turn four eyelet oxford 
on a tapered last, joined plain-toe 
dirty bucks for back-to-school sell- 
ing. Retailer response to low-top 
shoes for very tiny boys and girls 
was listed as good. 


Leather Men Hail Blumenthal 
At Jewish Appeal Dinner 


NEW YORK — Fellow business- 
men of the hide, skin and leather 
industry honored Martin Blumen- 
thal, of Herman Hollander, Inc., 
for philanthropic service, at their 
annual dinner for the United Jewish 
Appeal of Greater New York, May 
14, 

Aron Chilewich, of Chilewich 
Sons & Company, general chairman 
of the 1958 drive in the industry, 
said Mr. Blumenthal was honored 
for his “devotion to causes involving 
the relief of suffering, privation and 
homelessness across the world.” 


Ideal Shoe, Phila. Wholesaler, 
Moves to Bigger Quarters 


PHILADELPHIA — Ideal Shoe 
Company, one of the country’s 
largest wholesalers of women’s and 
children’s shoes, has moved three 
blocks to larger quarters. 

Jacob I. Gottlieb, president, said 
the move from Fourth and Arch 
Sts. to 316-20 North Third St. has 
increased the company’s warehouse 
space to 50,000 square feet. More 
modern eguipment has been _ in- 
stalled, and handling of orders will 
be expedited, Mr. Gottlieb said. 

Necessitating the move, the presi- 
dent added, was the “steady growth 
and progress of this organization.” 
The new fall line will be ready for 
display about June 15. 
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NEWS. 


Pulling Over Machine 


United’s new /C Pulling Over Machine — Model B offers 
ease of operation, complete flexibility of adjustment and op- 
portunity for correction. 

The overhead positioning of the shoe has been eliminated. The 
machine is operated from a comfortable standing position. The 
new design provides closer timing between pincer-release, wipe, 
and tack drive to produce tighter pulled shoes. 

You will find your operators producing better work because 
they are not as tired. You will find it easier to break in new 
operators. 

Contact your United office for delivery schedules and terms. 


Be 
aie 
nite om 


SHOE MACHINERY CORPORATION 


Boston, Massachusetts 


@ Easier to run 


@ Better quality and 
higher production 






@ Reversing mechanism 
permits repositioning 
after inspection 





114 Boot and Shoe Recorder 





YAN 
ry ; 
a® a 2 
mes FASHIONED GOLF SHOES rs 


¥ st 


gt 2 
‘a-7@ 


Boor,” 


America’s Finest Golf Shoes 


Lockers of America’s Country Clubs reveal an As a skilled shoe merchant, Nunn-Bush Ank/e- 
amazing preference for Nunn-Bush Ank/e-Fashioned Fashioned Golf Shoes will enable you to claim 
Golf Shoes. Superior FIT and PERFORMANCE as much golf shoe business in your community 
claim both the notice and the conversation of as you are prepared to serve. They will make 
intelligent men. Note the efficient Doubler which customers of friends of customers...and BRING 
shields the wearer from Calk discomfort. CUSTOMERS BACK ... for more! 


Style 152 Specially designed golf last. Handsewn vamp. Brown and Natural Veal. Oiled Double Soles. Moisture 
The Resistant. Laflex Doubler Calk Shields. Removable Tempered Steel Spikes, Arch-fashioned Steel Shank. 


PINEHURST Immediately available from stock: AA 8-12, A 7-12, B 64-12, C 5-12, D 5-12. 


Also in stock two new lightweight golf shoes, styles 640 and 641 


NUNN-BUSH SHOE COMPANY ec MILWAUKEE 1, WISCONSIN 








here comes Big Business... 4 million strong 
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Four and one-half million, to be exact. ‘Tied beets the tals: fee reached 
this all-time high . . . and is expected to go even higher in the current 
year. Such a bumper crop of babies makes it more essential than ever 
that you concentrate on Firstie customers . . . advertise to them, cul- 
tivate them, service them. They have a lot of rowing to do .. . and 
your busatie-can grow Aight Hig Wien Crees i. 
Promote the Stride Rite name . |. it’s a re 
selling that all-important first pair. 





